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LD TIMERS have told us 
about winters like this. 
Waist-highsnow. Heart- 
stopping cold. Impass- 
able roads. We know all about 
it now — and don’t like it. But 
when the roads open up again, 
we do expect a real increased 
demand for feed. What if it is 
cold — a seemingly almost per- 
petual sub-zero blizzard?  Let’s 
keep warmed up to the business 
prospect of the aftermath. Let’s 
replenish and complete our stocks 
and be prepared for the day when 
our farmer customers can come 
in to buy. 
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Wausau in the days of Paul Bunyan 


What made Paul Bunyan... 


Big Jo Flour has been sold in Tene for at least 50 years. 
Half a century of proof that it’s “Best in the World.” 


WABASHA ROLLER MILL Co. = [wa 


so big and strong? ‘There are folks up Wausau way who 
will say: “Big Jo flour!” For way back when trees were 
trees and men were men, Big Jo was a favorite in the 
lumber camps just as it now is preferred in hundreds of 
homes of the present beautiful and prosperous city of 
Wausau. “Big Jo is without doubt one of the most popu- 
lar flours ever sold in Wausau,” says C. H. Hooker, presi- 
dent of the Northern Milling Co. “When the former job- 
ber discontinued business we were pleased to become the 
new distributor and our volume of sales has been steadily 
increasing from month to month and year to year.” 


WABASHA MINNESOTA, U. S. A. 
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Brewers 
Malt Sprouts 
Millfeeds 
Linseed Meal 


Soybean Meal 


Feed Barley 


creenings 
of all kinds. 


FEED-GRAIN 
SCREENINGS 
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CONTINENTAL EXPORT CO. 
Minneapolis ... St. Louis... Kansas City 


PACIFIC CONTINENTAL GRAIN CO. 
Spokane... Portland... Seattle 


Continental 


Grain Co. 


Produce Exchange . . New York 
Board of Trade . . Chicago 
CASH GRAIN 


Wheat..Oats..Rye..Barley..Corn.. Flax. .Soya 


GRAIN FUTURES 
Executed in all Contract Markets 


MILL ROSE 


FLOUR 


A-C FEEDS 


build business 


Mixed Cars our Specialty 


WISCONSIN 


MILLING CO. 


Menomonie, Wisconsin 


Marblehead Lime 


Ration 


For distribution by dealers. Pack- 
ed in 100 Ib. branded toweling 
bags. Feeding hints upon request. 
This grade better than 98.3% Cal- 
cium Carbonate. 96% through 


200 Mesh. Clean, pure, white, free 
Under laboratory con- 


from all impurities. 
trol. 


Marblehead “98” 


Packed in 100 lb. and 50 Ib. Multiple Paper 
bags, machine sewed. For the particular 
mixer. Quality through and through, one 
of the essentials in your mixes. (Why Hesi- 
tate?) Specify MARBLEHEAD ‘98’ when 
ordering. Any mesh desired. 


Marblehead Lime Grits 


Packed in heavy Osnaburg branded bags 100 
Ibs. All Grit—No Waste—Hard edges—Will 
not crumble. Pure shell formation from our 
famous Hannibal, Mo., Mine. IN- 

SIST ON MARBLEHEAD POUL- 

TRY GRITS. Six sizes. Turkey 

to Canary. 


Write for Samples and Prices 


MARBLEHEAD LIME COMPANY 
CHICAGO, ILL. 
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STANLEY’S 


CROW REPELLENT 


' THE STANDARD FOR OVER 20 YEARS 


Protects the farmers corn crop from Crows, Pheasants, Black- 
birds, Larks and all other corn-pullin3, birds and animal 
pests such as Moles, Gophers, Woodchucks, Squirrels, etc. 


: LIST PRICES 
SA (1 Quart) Enough for 
© 
1 Pint) Enough for 
14 Pint) E f 
REPLANTING 
ee FROM YOUR JOBBER OR 


usa 


DIRECT FROM US. 


Manufactured only by 


The Cedar Hill Formulae Co. 


P. O. Box 1129G New Britain, Conn. 
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10% in Chick Starter 
5% in Egg Mash 


USE AT LEAST 
7:% in Growing Mash 


10% in MashtorHigh Quality Eggs 
10% in Mash for Hatching Eggs 
10% in Poultry Fattening Mash 
40% in Coccidiosis Control Mash 


Dry skim milk is used in poultry and animal feeds more than any 


other milk product because it is a uniformly economical source 
of the natural milk proteins, milk minerals, milk vitamins and 


milk sugar—so important in making a profitable feed. 


You can be sure of uniform quality in these factors because dry 
skim milk is the only milk product used for animal feeding that 


is sold on grade standards agreed to by the industry. 


Be sure to use plenty of dry skim milk in breeding mashes: vitally 


important for good hatchable eggs. 


Your chick mash is really not chick mash without milk !—and 


here, by all means, use dry skim milk for its natural goodness. 


In growing and laying mashes, too, dry skim milk is first choice 


to insure uniform satisfaction. 


Always use dry skim milk for uniformly good milk 


| results. We invite you to consult our Feed Serv- 


ice Department at any time. 


102 in Pig Meal 


25% in Calf Meal | Comme A 0M! 


You Must Use MILK to 
Get MILK RESULTS 
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AMERICAN DRY MILK INSTITUTE, Ine. 
Dept. 652—221 N. LA SALLE STREET—CHICAGO, ILL. 
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MILWAUKEE, WISCONSIN 


DAVID K. STEENBERGH, Managing Editor 


Volume Twelve 


February, 1936 


Number Two 


Pet Foods Help Bridge Sales Gaps 
For Michigan Dealer 


Poultry Remedies Also Profitable Sideline 


HEN the Main feed store, 
W Rochester, Mich., orders dog 
food, it is shipped by the ton. 
Albert Michalka, proprietor, 


claims one of the largest turnovers in 
this type of feed in the state. 

The sale of dog foods developed as 
a sideline to a regular poultry and dairy 
feed business. Mr. Michalka explains 
that he made an extensive study of the 
ailments of small animals and pets, and 
this in turn gained for him the con- 
fidence of pet owners in his commu- 
nity. There is no veterinarian nearby, 
so he does not conflict with any man’s 
business, and the advice he gives main- 
tains the health and productivity of his 
feeders stock, from pets to poultry. 

Active in Organizations 

Sale of dog foods can be traced to 
another thing, and that is Michalka’s 
membership in several dog and pet so- 
cieties, both local and state. This mem- 
bership was not necessarily cultivated 
with the deliberate aim of selling feeds, 
for the owner of the Main feed store 
is a sportsman himself, and belongs to 
these clubs for the sake of belonging. 
Business developed later, and grew out 
of natural inquiry. Membership and 
constant attendance at club meetings 
helped him keep up-to-date on meth- 
ods of combating pet ailments, and all 
that was new in feeding came to this 
alert feed dealer first hand. 

It is erroneous to consider the Main 
feed store only from the dog food angle. 
It is a thriving establishment, doing 
the larger portion of its business in 
poultry and dairy feeds. 

Asked how he went about selling 
dairy feeds Michalka said that he found 
the most effective approach through the 
herdsman or man who really fed the 
stock. If you convinced him of a 
greater merit in your feed he would 
transfer the information to the owner 
of the herd. This method of approach 
was found to be particularly effective 
on large estates. Rochester is a city 
of 3,500 population, about 40 miles from 
Detroit, which is far enough away for 
country estates. 

Handles Poultry Remedies 

Michalka maintains that he continu- 
ously increases his sales of poultry feeds 
through the handling of poultry reme- 
dies. By that he means legitimate and 
advised remedies that relieve flocks of 


parasites and help maintain health and 
sanitation. 

Remedies manufactured by reliable 
pharmaceutical houses when sold by a 
feed store will bring flock owners to 
your store, Michalka maintains. If they 
are reliable remedies they will merit 
the confidence of your feeders, who will 
in turn tell other poultrymen that you 
have a store that does a real service. 
Tonics and cure-alls do not come into 
this, classification; he would rather sell 
a good feed than any tonic of question- 
able quality on the market. 

The proprietor of Main feed store 
was formerly a hatchery operator and 
this experience is invaluable in hand- 
ling customer problems on incubation, 
fertility, and chicks. He still sells baby 
chicks in season, but he does not hatch 
them with his own equipment. He 
finds that it is best to turn this task 
over to the large breeders from whom 
he wisely selects his stock and who 
place good chicks in the hands of his 
customers year after year. He acts 
as an agent for the distribution of good 
chicks, and his responsibility is well 
taken and appreciated. It is easy to 
see how good chicks placed in the 
hands of his feed customers will insure 
good results obtained from the feed 
he sells these customers later. 

The best of feed cannot give good 


SOYBEAN COMMITTEE 


A special soybean committee has been 
appointed by the Grain & Feed Deal- 
ers National association. Its functions 
will be to distribute information to 
members of the organization and to 
look into the grading system on soy- 
beans. Members of the committee in- 
clude Austin D. Sturtevant, Bartlett 
Frazier Co., Chicago, chairman; H. R. 
Schultz, Standard Soybean Mills, Cen- 
terville, Ia.; Harold L. Gray, Crabbs, 
Reynolds, Taylor Co., Crawfordsville, 
Ind.; Arthur C. Smith, Archer-Daniels- 
Midland Co., Milwaukee; Lew Hill, 
Lew Hill Grain Co., Indianapolis; H. 
W. Glessner, Baldwin Elevator Co, De- 
catur, Ill.; Ray Rowland, Ralston Pu- 
rina Co., Circleville, Ohio, and P. C. 
Knowlton, Knowlton Grain Co., St. 
Louis. The association will hold its 
annual convention at Milwaukee, Octo- 
ber 12 and 13. 
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results when fed to inferior stock with 
poor egg laying ability. Michalka be- 
lieves in taking an interest in his cus- 
tomers and solves this problem by sell- 
ing only quality chicks to make up his 
customers’ flocks. 

Seasonal interests are featured 
throughout the year. A large seed busi- 
ness has been built up to follow closely 
upon the chick season, and this in turn 
is followed by the sale of plants to 
commercial gardeners. 

Dog Food Fills In 

Seasonal gaps in the sale of feed are 
best filled through the sale of dog foods, 
and it was this factor that encouraged 
Michalka to develop this angle. When 
time is available he goes out to call 
on feeders and new prospects, which 
he finds to be another effective way to 
fill in the off-season gaps. 

A study of the merchandising meth- 
ods of the store might be of interest 
to other feed store owners, and the 
one which strikes the eye first as you 
approach the store is the outdoor dis- 
play of feeds. There is an interesting 
window, which is changed frequently 
and specials are chalked on the win- 
dow. Michalka knows that a good deal 
of business is attracted if passing pedes- 
trians and motorists can really see what 
the store has to sell. 

Within the store it was found that 
changing the counter from its conven- 
tional position against the wall was a 
decided improvement. Placing it in the 
center of the room enabled people to 
walk all around it and it also gave cus- 
tomers access to the display shelves on 
the wall. Easy access enabled them 
to handle merchandise, to read labels 
and directions on boxes and cartons, 
and really take hold of something they 
wanted to buy instead of pointing at it 
across the counter. 

Everybody Loves a Hustler 

Finally, this enterprising feed store 
proprietor maintains that ii you are go- 
ing to handle feed you do not want to 
wheel it out the front door on.a handle 
bar carrier. Sling a bag on your shoul- 
der as though you enjoyed handling 
feed, and were able to do it. Be brisk, 
work fast in loading up, be business- 
like, and your customers will call you 
a hustler, particularly when they get 
back among their neighbors. And who 
doesn’t like a hustler? 


Page Seven 


Z 
Yj Wy, YW) 
Vj 
Ys 


BENTLEY DADMUN, the Dadmun 
Co., Whitewater, Wis., returned Janu- 
ary 27 from a trip to Florida and re- 


ported a Most enjoyable vacation. He 


was accompanied by his wife. 


MOVE CHICAGO OFFICE 
Spencer Kellogg & Sons Sales Corp.. 
Chicago, has-moved its offices from 2200 
Lumber street to the 26th floor of the 
Bankers building, 105 West Adams 

street. J. E. Johnson is manager. 


PENN DEALERS MEET 


The Pennsylvania Millers & Feed 
Dealers association met at the Penn 
Harris hotel, Harrisburg, January 13. 


Purpose of calling the meeting was to 
discuss the result of the United States 
supreme court’s decision on the AAA 
and the problems arising from the in- 
validating of the processing taxes. 


OR. 
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RYSLABORATOR'E 


= sit and other poultry health preparations. 
find, as hundreds of other feed dealers have 


You owe it to yourself to investigate the advan- 
tages of handling Dr. Salsbury’s PHEN-O-SAL 


Features Leaders to Meet 
Chain Competition 


N this day when chain grocery 
l stores go so heavily into the chicken 
feed business, it behooves the local 
teed dealer to meet them on their 
own ground with price specials that are 
hard to beat. This is the idea being 
put into effect by J. F. Leising & Co., 
teed dealers and millers of Chicago 
Heights, Ill. Anyone passing the Lei- 
sing mill and store on Chicago road in 
Chicago Heights, cannot fail to see the 
announcements of the leaders that 
Leising & Co. are constantly featuring. 
There they are seen at no matter 
what angle the public approaches. The 
signs are in the form of boards about 


You’ll 


found, that Dr. Salsbury’s products are leaders and money 


makers. 


It’s easy to see why: 


Handling the Dr. Salsbury line enables you to meet every 
poultry medication need of your customers with effective and 


dependable preparations. 


That builds customer satisfaction 


and a constantly growing repeat business — makes your ser- 
vice more valuable, and binds the customer to you in a 
mutually profitable relationship. 


Furthermore, back of every Dr. Salsbury product is a nation- 


wide organization with 25 


years of experience, a staff of re- 


nowned poultry health scientists, unsurpassed laboratory and 
production facilities, and the most rigid standards of absolute 
purity and highest quality of all ingredients. 


These are just a few of the reasons for Dr. Salsbury’s leader- 
ship. It will pay you to write at once for complete information 
regarding our dealer proposition, sales and merchandising 
helps, and national advertising campaign. 


DR. SALSBURY'’S 
CHARLES CITY « 


LABORATORIES 
IOWA 
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six feet high and three feet wide. They 
were made by the men right in the mill. 
On the black background the items are 
painted in silver, and space is left for 
thé prices that must necessarily be 


changed from time to time. These 
special feature items themselves are 
never changed, however, since they 


were selected to compete with the few 
kinds of feed items that the chain 
stores in Chicago Heights, as elsewhere, 
are emblazoning in their ads or piling 
in windows or on sidewalks to attract 
the attention of the bargain hunters. 

“Remember these feeds are only for 
competitive purposes,” said Lee Gra- 
ham, the manager. ‘We don’t claim 
everything for them, but they fulfill the 
purpose tor which they are intended. 
Those prices you see cannot be outdone 
by any of the chain groceries. We find 
here that we can meet them on any- 
thing they have to sell. It becomes a 
matter merely of driving the fact home 
to the public. Our signs are the em- 
phasis for that part of the job.” 

The specials are the means by which 
more of the traffic is stopped so that 
more opportunity is afforded for talking 
up the regular brands of the mill, and 
the grinding and mixing service by 
which customers may utilize their own 
pet formulas. Leising & Co. manufac- 
ture a complete line of feeds for every 
kind of livestock, and put them up 
under their own brand names. Main 
state and national highways passing 
through both east and west and north 
and south enable them to merchandise 
over a wide area. 


JOE MANASSE, Chicago mana- 
ger for the Werthan Bag Corp. of 
Nashville, Tenn., returned recently from 
a winter vacation in Florida. He was 
accompanied by his wife. 


JOHN S. MATTHEWS, manager of 
the W. Trow Co., Madison, Ind., died 
January 15 of pneumonia. He was 38 
years old. 


SULLIVAN LUMBER & Fuel Co. 
has taken over the former Gust Neitman 
elevator, Sullivan, Wis., and will operate 
the plant in connection with its present 
business. 


FLAKED FOOD CORP., 223 West 
Jackson boulevard, Chicago, has been 
organized to manufacture cereal special- 
ties for sale to dog food manufacturers. 


BEST BOWLER 

A. E. Kieckhoefer, loading and ware- 
house foreman for the Northern Mill- 
ing Co., Wausau, has attained for him- 
self the record of the best honor bowler 
in Wisconsin. His total for three games 
on which he collected 267, 258 and 233, 
was 758, an edge of 17 pins over his 
nearest contender. Dick, as he is 
known to his many friends and asso- 
ciates, has been with the Northern Mill- 
ing Co. for the past 20 years, and is 
just as straight a shooter with his work 
and the men he works with as he is 
on the alleys. Bowling is his hobby 
and chief diversion. Mr. Kieckhoefer is 
also a crack shot with a rifle and is 
always among the first to come back 
with his deer during the hunting season. 
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Plan Your Seed Selling Campaign 
Now to Get More Business 


Warn Customers Against ‘‘Bargain” Offers 


EEDS are judged largely by their 
eermination power. Likewise, your 

success and profits in the business 

of selling seeds this spring will be 
determined by how well your sales ef- 
forts germinate. 

While it is difficult to get in the mood 
for thinking about budding trees and 
the buzz of tractors churning soil on 
dusty fields as the mercury almost dis- 
appears from sight at the bottom of 
the thermometer and snow engulfs the 
highways, nevertheless this is the time 
to start planning your spring campaign. 

Battle “Bargain” Seeds 

As a reliable dealer in seeds you have 
a responsibility to your community and 
a business obligation to yourself in 
educating your customers so that they 
will not fall victims to the numerous 
offers of “bargain” products that beset 
the country each season. 

You can issue warnings by word of 
mouth, or in your advertising. Your 
state department of agriculture is more 
than glad to cooperate with you, be- 
cause it realizes that the flooding of 
the farms with gyp seeds is one of the 
greatest menaces encountered today. 
This practice deprives the farmer of 
hard-earned cash, infests his property 
with weeds and results in losses run- 
ning into the millions. 

Handle Quality Products 

Naturally, if you are conducting a 
campaign against poor seeds you will 
want to handle those that are high in 
quality. Reliable, established seed 
houses can be depended upon to furnish 
you with the proper stock. They have 
a reputation to protect and a business 
to build up and consequently cannot 
afford to jeopardize it by subjecting 
their brands to the ill will of both your- 
self and the farmer. They are equipped 
with necessary machinery to do a thor- 
ough job of removing weeds, and are 
doa in selecting their source of sup- 
ply. 

Because practically every land owner 
needs seeds, you may feel that if you 
will carry a sufficient stock business will 
roll your way. But when you stop to 
consider the vast number of farmers 
who are annually duped by “bargain” 
seed offers, you will realize that there 
is a real need for sound merchandising 
cn your part which will net you real 
profits. 

One dealer buys all of the grain he 
can from his customers in the fall of 
the year and ships it out of the terri- 
tory. His purpose is to deplete the sup- 
ply so that he will have a greater op- 
portunity to sell them pure tested va- 
rieties in the spring. 

Seed Trading a Problem 

It is estimated by the Bureau of Mar- 
kets, United States department of ag- 
riculture, that more than 50 per cent 
of the seeds planted on American farms 
are traded among neighbors. One 
farmer’s seed often contaminates the 
whole neighborhood with weeds and by 
the process of intertrading. spreads to 
large areas. 


The dealer who gets the grain out 
of his community and into the markets 
and then sells his farmers clean, de- 
pendable seeds is performing a real 
service to his patrons as well as pro- 
fiting by the handling of the grain. 

Another retail feed man offers to take 
in the farmers’ grain before planting 
time and run it through his cleaning 
equipment to remove the weeds. When 
the seed is brought to his store, it 
gives him an opportunity to examine 
it. He can often induce the farmer to 
sell the grain and take out his own 
brand of seeds. The service of insuring 
his customers against weed infestation 
builds good will, makes for better crops 
and greater income for his customers 
and in turn produces more money with 
which they can buy products from his 
place of business. 

Carries Service to Farm 


Still another dealer carries this serv- 
ice even farther. He offers to go direct 
to the farms, inspect the sceds and give 


Truck Peddler Liable 
Under Seed Act 


Any trucker who is not a common 
carrier and who hauls’ misbranded 
seed from one state to peddle it in 
another violates the Federal Seed act. 
Selling the misbranded seed in inter- 
state commerce is also an offense and 
the peddling trucker can be punished 
for either or both of these acts. 

The United States department of ag- 
riculture warns that it is poor business 
to buy, seed from a stranger, and that 
this practice has resulted in heavy 
losses to farmers who have not realized 
the importance of buying products that 
are clean and free of noxious weeds, 
germinate well and are adapted to the 
buyer’s locality. 

An investigation made by department 
officials in one case revealed that a 
truck owner was buying screenings 
from a large seed house and selling 
them across the state line as good seed. 
Obviously, he was forced to misbrand 
the seed to get buyers, for if it had 
been properly labelled farmers would 
have known better than to purchase it. 

The department advises farmers not 
to buy seed from those unknown to 
them unless it is completely labelled 
and unless they obtain a written record 
of the transaction. Any questionable 
transactions should be reported to the 
state seed official who may report the 
case to federal authorities if it appears 
the Federal Seed act has been violated. 


MR. AND MRS. Charles A. Krause, 
Sr... and Mr. and Mrs. Charles A. 
Krause, Jr., are spending a six weeks’ 
vacation at Miami Beach, Fla. Mr. 
Krause and his son are officials of the 
Charles A. Krause Milling Co., Milwau- 
kee. 
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an impartial report as to whether or 
not they are fit for planting. 

“A dealer,” this man maintains, “can- 
not win the confidence of the farmer by 
selling inferior seeds. A farmer who 
has confidence in a dealer will not shop 
around when it comes to buying. 

“In our experience we have found 
that the most successful method of mer- 
chandising seeds for our spring trade is 
to handle brands that are well adver- 
tised and well-known in the territory 
and which have a reputation and are 
talked about among the farmers.” 

Sidelines Add Profits 


Many progressive feed store owners 
who sell poultry rations have found that 
they could greatly increase their profits 
by handling feeders, brooders, and other 
equipment which are required by the 
poultryman. The same is true of the 
dealer handling seeds. He can stock 
a few sidelines and earn extra money 
while providing more convenience for 
his customers in making their purchases. 

Among the items that planters need 
is fertilizer. There is no product that 
is perhaps more closely associated with 
seeds and there is no reason why a 
dealer should not handle it. In mer- 
chandising this commodity, however, it 
is essential for the dealer to possess a 
knowledge of plant foods. Manufactur- 
ers, departments of agriculture, and 
county agents, will be found willing to 
furnish a vast amount of valuable in- 
formation. It is also necessary to learn 
what type of fertilizer the dealer’s par- 
ticular locality requires so that he will 
be in a position to recommend the 
proper types and develop his business 
through results obtained by the plant 
grower. 

Inoculants Good Sideline 

The marketing of inoculants is also 
closely associated with the seed busi- 
ness. It is a wise plan to keep inocu- 
lants on display near the seed where 
they can be seen and to keep circulars 
in a place where they can be picked 
up easily. Skeptical farmers can be 
convinced of the value of this sideline 
by trying it on a small area so that 
when the crop grows the difference can 
be observed. 

Wide awake dealers will not overlook 
the extra profits to be developed among 
the folks who live in his town and who 
maintain their own gardens. One mer- 
chant recently conducted a contest and 
awarded a prize to the person who de- 
veloped the best garden. He stimu- 
lated a vast amount of interest among 
the city folks and sold a nice volume 
of garden seeds as a result. Here 
again there is an opportunity to cash 
in on sidelines such as fertilizers, tools, 
lawn mowers, etc. 

Forget about the sub-zero winds and 
give some thought now to your spring 
business. Your planting time is several 
months ahead of the farmer. And when 
you estimate what share of the sales 
will register on your books remember 
that “as ve sow, so shall ye reap.” 
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FINISHING TOUCHES 

City Boy: “Uncle, I’ve just seen a 
man who makes horses.” 

Feed Dealer: “Are you sure?” 

City Lad: “Yes, he had a horse near- 
ly finished when I saw him. He was 
just nailing on his back feet.” 

* * * 
TOO EXPENSIVE 

Doctor: “There goes the only woman 
I ever loved.” 

Nurse: “Why don’t you marry her?” 

Doctor: “I can’t afford it. She’s my 


best patient.” 


RESOLUTION WORKING 
Wife: “How you frighten me, John.” 
Husband: “What did I do now?” 
Wife: “Oh, you found the keyhole so 

quick I was afraid it was somebody 
else.” 


SIGHT UNSEEN 
Father: “Why were you kissing my 


daughter in that dark corner last 
night?” 
Youth: “Now that I’ve seen her in 


daylight, I sort of wonder myself.” 
*x* * 


He was a poor judge of liquor and 
went blind; of women and got mar- 
ried. 


HEY! WHERE1| OH! DOWN || TO ORDER YOU BET/ FOR 
YOU FOLKS ||TO SEE | | FEED FORg HE HANDLES 
—" QUAKER 


QUAKER FEEDERS’ STEADY TRADE 


ADDS TO QUAKER DEALER PROFITS 


HE dealer who handles the full line 
of Quaker Feeds establishes himself as 


\ 


POLLTRY FEEDS \ 


the regular Quaker Service Station. 

Make it easy for farmers to buy all their 
feed needs at one stop—and Quaker Feeds give 
the profitable results that hold the trade and 
make feeders into steady Quaker buyers. 

Thousands of poultry keepers, hog raisers, 
dairymen and stock feeders have enjoyed 
such success and profit from the use of 
Quaker Feeds that they come back — 


for more year after year. 

You, too, can profit from Quaker 
Feeds. They are the best to use 
and to sell. 
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CORNHAY WEAKLY NEWS 

Scuff Potter, proprietor of the Corn- 
hay general store, thinks that times 
are getting better. “When rubber 
checks bounce back now,” he says, 
“they are marked ‘no funds’ instead of 
‘no bank’ as they used to be.” 

After hearing Tillie Borks make her 
debut as an opera singer, the Cornhay 
city council immediately voted to give 
her a salary of $25.00 a year to serve 
as fire siren. 

Judd Perkins is enjoying blissful 
peace these days, his wife having ac- 
cidentally touched her tongue to the 
iron pump handle. 

* * 


TEXAS ROAD SIGN 
This road is impassable, 
Not even jackassable. 
If you want to travel it, 
Get cut and gravel it. 

* * * 


PROOF WANTED 
Customer: “While in New York | 
paid $5.00 in tips alone.” 
Waiter: “How many years were you 
there?” 


EFFICIENCY 

Efficiency Expert: “I fired the worst 
clock watcher in your factory.” 

Owner: “Is that so? What's his 
name?” 

Expert: “Joe Jones.” 

Owner: “Why, you idiot. He’s my 
timekeeper.” 


* 


FULLY REPAID 

Philosopher: “I believe that for every 
single thing you give away, it comes 
back two-fold to you.” 

Father: “That’s my experience. Last 
March I gave away my daughter and 
she and her husband came back in July.” 

* * 
QUICK THINKING 

Copper: “Why didn’t you stop when 
I yelled at you back there?” 

Motorist: “I thought you said, ‘Hello, 
mayor.’ ” 

Cop: “Well, you see, Mr. Mayor, I 
was going to warn you about going too 
fast in the next town.” 

* 


NO NEW DEAL 
Tommy: “Why are you so sure they 
didn’t play cards on the ark?” 
eda “Because Noah sat on the 
deck.” 


* 


NO EXPERIENCE 
Feed Dealer: “Does a hen sleep with 
her eyes closed or open?” 
Salesman: “I don’t know. 
slept with a hen.” 
* * 


VIVID MEMORY 
Jackson: “I noticed you got up and 
gave the lady your seat in the street 
car.” 
Wilson: “Since childhood I have al- 
ways respected a woman with a strap 
in her hand.” 


I never 


4 \. Carefully Sifted for Feed Dealer Consumption 
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YOUR MONEY’S WORTH It is really hard not to get your money’s 
FOR INTANGIBLES worth for the things you buy. The gov- 

ernment -insists on accurate scales, cor- 
rectly stated weights, honest labeling, pure foods and drugs and reasonable 
quality standards. The old slogan, “‘Let the buyer beware’, has given way to 
the new creed: ‘‘The customer is always right’’. 


As a general rule, we no longer need to use any great business acumen 
when we buy any standard product whether an alarm clock or an automobile, 
a baby food or a dairy feed. This rule applies to things we can see or feel, use 
or consume, but we do need judgment when it comes to the intangibles such 
as the purchase of advertising space or of a membership in a trade association. 


The type of judgment we use with respect to such intangibles at least 
indicates if it does not absolutely determine whether we are a successful, medi- 
ocre or poor business man. In all lines of business, we have frequently noted 
that the more successful merchants and manufacturers, with few exceptions, 
are all on the rosters of their trade organizations. 


This is true in the feed industry but with more exceptions for all the feed 
trade associations are comparatively very poorly supported. The feed trade 
associations, it is also true, do not rank (considering service rendered) with 
those of many other industries but this is the fault of the men in the feed trade 
rather than of the associations attempting to serve them. Even Henry Ford 
could not build his present V-8 in a roadside stand. It takes interested mem- 
bers and financial backing to provide necessary facilities for the operation of 
any superior trade association. 


Let’s pause here, Mr. Reader, and ask: “‘Do you belong to your trade 
association?’’ Ten to one, your answer will be: “‘I did at one time, but I quit 
because it never helped me. I wasn’t getting my money’s worth.”’ One hun- 
dred to one, your answer of this type is due to mistaken judgment of the value 
of the intangible in question. 


Suppose, as a dealer, you have paid $10.00 per year (possibly slightly 
more or less) to the Eastern Federation, the Central Retail Feed Association, 
the Mutual Millers, the Iowa, Ohio, Pennsylvania or other state organization 
or, aS a manufacturer, $20.00 or more per year to the American Feed Manu- 
facturers Association. We don’t know what you expected for $10.00 or $20.00 
but in any event we do know that you received MORE than your money’s worth. 
And what’s more the pity, you were definitely benefited whether or not you 
paid anything at all. 


Now, Mr. Reader, we can’t keep this up indefinitely but will you take our 
word for it — look for that intangible value — and either start paying for it 
or keep paying for it? But if you still think you have lost or will lose through 
any trade association investment, write us and tell us your complaint. We’d 
like to know what your trouble is and we promise you a personal letter in reply. 


Davip K. STEENBERGH. 
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Grower 


OLD Medal Turkey Grower gets the results turkey men like. 
Users report that this ‘‘Farm-tested”’ ration produces 
prime quality birds in record time and with less labor. 

What’s more, they find they have more money left when the 
feed bills are paid. That’s why it will pay you to handle Gold 
Medal Turkey Grower and the other products in the Gold 
Medal line—because Gold Medal feeders are satisfied feeders, 
and show their satisfaction by coming back for more, year after 
year. Gold Medal dealers profit right along with their 


customers—in repeat sales, increased business and greater 
goodwill. 


The turkey industry is growing rapidly. Steadily increasing 
sales indicate that more turkeys will be raised on Gold Medal 
this year than ever before. Right now is the time for you to 
prepare for this profitable trade. Write today for full 


information on how you can secure the exclusive Gold Medal 
franchise for your territory. 


WASHBURN CROSBY COMPANY, INC., of General Mills, Inc., Minneapolis, Minn. 


A. H. Trask, Black River Falls, Wis., raised 5,000 
turkeys last year on Gold Medal Turkey Grower. Here 
he is with part of his splendid flock just a few days before 
Thanksgiving. Mr. Trask expressed himself as very well 
pleased with the results he got on Gold Medal. 


**Farm-tested”’ why not now? 
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“Nose Bag News” Noses Out Sales 
For P. J. Oesterling & Son 


Farmers Get Free Ads in Snappy House Organ 


HEN the “Nose Bag News,” 

interesting house organ, is- 

sued monthly by P. J. Oester- 

ling & Son, Inc., Butler, Pa., 
who are celebrating their 25th anniver- 
sary, reaches the farm folks they im- 
mediately turn to the “Customers’ 
Want Ads” section to see what articles 
various persons want to buy, exchange 
or offer for sale. 

This department of the newsy little 
paper carries almost as much classified 
advertising as the average small daily. 
The space is offered free to customers 
and has been instrumental in develop- 
ing a tremendous amount of good will 
and increased business for the com- 
pany. 

Many Hints for Farmers 

In addition to the want ad section, 
the Nose Bag News carries numerous 
other items of interest to farmers. For 
instance, in the January, 1936, number 
there is a full column of short, prac- 
tical hints on feeding poultry, bracing 
weak orchard trees, increasing milk pro- 
duction, and numerous other sugges- 
tions. There is also a column of jokes 
and a special department for recipes, 
headed, “Feeding the Farmer.” Adver- 
tisements of the firm’s products are 
sprinkled throughout the publication. 

“We have been publishing our little 
paper since 1929,” explains Walter F. 
Oesterling, president and treasurer of 
the company, “and found it to be in- 
strumental in bringing in business and 
keeping us in close contact with our 
customers. 

No Charge for Ads 


“We carry the advertising of our cus- 
tomers without making any charge and 
have found the Nose Bag News very 
helpful in selling and a means of ex- 
change for our patrons. Each month 
our advertisers mail their ads to us be- 
fore a zero date for each publication. 
We have always been successful in ob- 
taining a good number of free ads to 
interest our farmers. 

“We use no particular system of ad- 
vertising except our monthly paper. We 
depend upon it to get special advertis- 
ing matter across to our customers in 
every-day language and makeup, as if 
the proprietor were talking directly 
across the counter facing the custom- 
ers. Some newspaper advertising is 
used occasionally together with circu- 
lars describing our products. We know 
that our own publication is read be- 
cause, if it is a few days late, our cus- 
tomers flood us with inquiries as to why 
they did not receive it.” 

Organized 25 Years Ago 

P. J. Oesterling & Son, Inc., was or- 
ganized at the present location in 1911 
and a mill was built in 1919. P. J. 
Oesterling, senior member of the firm, 
and founder of the company, passed 
away in 1933 and since that time it has 
been under the guiding hand of Walter 
F. Oesterling. 

The business was operated success- 
fully as a partnership from 1911 until 


On their 25th anniversary which P. J. Oesterling & Son, Butler, Pa., are celebrating 


this year they can look back proudly on their success. 


shown here they operate 14 branch stores. 


1927, at which time it was decided to 
expand and incorporate. A portion of 
the stock was distributed among farm- 
ers and feed buyers in the rural dis- 
tricts. 

Open Cash Branches 

After incorporation the company 
placed cash branch stores in strategic 
locations and discontinued locally the 
credit system it had built up over a 
period of years. As the credit system 
was gradually torn down, cash stores 
and local cash business were built up 
with the capital received. When the 
depression was on in full force, the 
company had already established 14 
cash stores and a number of associated 
dealers. 

P. J. Oesterling & Son, Inc., has 
every reason to be proud of its record 
and present strong position as it cele- 
brates its 25th anniversary. The sta- 
tionery used by the company has been 
appropriately decorated with a silver 
tint. A special message entitled, 
“Resolutions for 1936, Our Silver Ju- 
bilee Year,” appeared in the January 
issue of the Nose Bag News. Policies 
of the company are expressed in the 
article which reads: 

Emphasize Quality Standards 

“True to heredity and tradition of the 
best silver, which bears our name, we 
will make our products equally as good 
this year. 

“As firm believers in sterling quality. 
we appeal to your sense of good judg- 
ment. Low prices do not always sug- 
gest quality in materials. We would 
prefer not to have the patronage of the 
price-minded only, than destroy the con- 
fidence of the satisfied customers who 
have dealt with us over a period of 
many years. 
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In addition to the headquarters 
All are on a cash basis. 


“Twenty-five years of continued 
business does not seem long, somehow, 
but as we look back over the time since 
our beginning, we behold many names 
on our customer list familiar to us since 
we opened our store. 


“Time changes things. Our methods 
are different today in manufacturing; in 
fact they are revolutionized since our 
beginning. Old friends have passed to 
the great beyond, including the senior 
member of our company, and many 
more things will come to pass as time 
rolls along. 

“As we face the future, a thought ap- 
pears uppermost in our minds, and that 
is the slogan of the Kiwanians—‘We 
Build.” And to build as in the past, 
it is necessary to continue with good 
value in our merchandise and_ hold 
sacred the business your confidence has 
established.” 


JOE STRAUB, Lomira Elevator Co., 
Lomira, Wis., recently suffered severai 
broken ribs when he fell from the back 
of a sleigh while he supervised the un- 
loading of a purchase of barley and the 
horses suddenly moved forward. Joe’s 
many friends are telling him that the 
moral is: “Help, don’t watch”. 


JOE ANKERSON. progressive feed 
dealer at Gillett, Wis., wanted to dis- 
cover whether the pictures of the pretty 
girls in bathing costumes on Florida 
beaches which he sees so frequently in 
the newspapers were really genuine, so 
he went South just in time to escape 
the sub-zero weather. Judging from 
the postals he sends regularly he is en- 
joying a splendid vacation. | 
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TO” OFFER 


CHICK-TESTED 
LIVER OIL 


y 1926, when National Oil Products Co. first offered 
cod liver oil to poultrymen and to the feed trade, 
Nopco recognized the fact that cod liver oil was fed 


for a specific purpose—the prevention of rickets and 
other deficiency diseases—and that it was up to the producer 
to see that his product really would prevent these diseases. 
For this reason nutritional laboratories were maintained where 
every lot of oil was tested on live rats for Vitamin D potency- 

But research soon disclosed that laboratory rat tests were 
not chy Oil might be effective in protecting rats against 
Vitamin D deficiency, but would it be equally effective on 
chickens? Rat tests dealt only with the prevention of de- 
ficiency symptoms, but how did this affect the poultryman’s 
problem of feeding for maximum health, growth and produc- 
tion? What did the various “unit” terms then used to de- 
scribe Vitamin D potency actually mean in terms of chick and 
hen nutrition? Nopco decided to find out. A biological test 
feeding method was perfected, using chicks as well as rats for 
vitamin assays. 

When, in 1927, the Zucker-Columbia process of isolating 
Vitamin D was licensed to Nopco, it became possible to place 
on the market a cod liver oil in which the Vitamin D content 
was standardized by the addition of a concentrate of known 
potency. ig not only made this standardized oil available 
to the trade, but backed its guarantee by testing each lot on 
ape chicks—the first time regular testing of this nature 

been undertaken by a producer of cod liver oil. 

Chick tests are more elaborate than rat tests. They require 
more time—cost more money. But Nopco knew that the 
poultryman was entitled to this proof of potency, and gave it 
to him regardless of cost. 

Thus began Nopco’s leadership in the poultry vitamin feed- 
ing industry. It was only a beginning oe Nopco went on to 
finance the first agricultural college fellowships for studying 
the Vitamin D requirements of poultry; to establish its own 
poultry research farm, the first commercial research farm de- 
voted exclusively to Vitamin A and D requirements of poultry. 
Always Nopco has continued to check and improve its 
product unceasingly. 

And after ten years, Nopco still leads: 


Salon National Oil Products Co., Inc. 


3863 ESSEX STREET, HARRISON, N. J. 
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As the pioneer in vitamin nutrition for 
poultry. Nopco has made many valuable 
Pontributions to this field. This series, © 
2 advertisements will review these contribu- aki 
; tions, and undertake to make cleat to the 
ne. the little more that Nopco xx 
the feed mixers 


Charles D. Campbell 


Fred M. McIntyre 


Max Cohn 


Eastern Federation to Convene 
At Syracuse February 29 


Will Elect New Officers and Directors 


HE Eastern Federation of Feed 

Merchants will hold its annual 

convention at the Onondaga 

hotel, Syracuse, N. Y., February 
29. 

Arrangements for the meeting were 
made at a gathering of the board of 
directors of the organization which was 
held at Utica, N. Y., February 1. 

Current problems affecting the feed 
trade will be discussed and business af- 
fairs of the federation are to be con- 
ducted. 

To Elect New Directors 


Five new directors are to be elected 
to replace A. J. Thompson, Wycombe, 
Pa.; M. R. Horton, Peekskill, N. Y.; 
T. P. Gaines, Sherburne, N. Ys Frank 
Benjamin, Canastota, N. Y., and Max 
Cohn, Buffalo, N. Y. Following the 
election, a meeting of the new directors 
will be held to choose the officers of 
the federation. 

A vote will be taken also on the pro- 
posal of reducing the membership dues 
from $20.00 to $10.00 a year with the 
objective of getting more feed mer- 
chants to join the organization. 

May Change By-Laws 

Decision is also expected to be 
reached on the suggestion of changing 
the by-laws of the federation to con- 
solidate the office of secretary and treas- 
urer. The present treasurer, Mr. Ben- 
jamin, who has held the office since 
the federstion was organized, auto- 
matically retires, as he is no longer in 
the feed business. 


Fred M. McIntyre, Potsdam, N. Y., 
present president of the federation, in a 
statement to The Feed Bag, declared 
that he would decline to be a candidate 
for the office this year. 

“I feel,” he said, “that I have had 
the position long enough and it is time 


for somebody else to take over the 

duties. The federation has been doing 

all within its power to help the feed 

merchants in the territory which it 

serves and deserves the support of 

everyone engaged in the feed trade. 
Fought Federal Loans 

“In 1930 we went before the federal 
farm board in opposition to loans to 
certain organizations who were borrow- 
ing federal funds at a low rate of in- 
terest from our tax money to operate 
in direct competition with the indepen- 
dent feed dealer. 

“In 1931 we were before the United 
States senate committee and demanded 
that the farm board withdraw certain 
loans or that they recommend the re- 
peal of the agricultural marketing act 
and the abolishment of the farm board. 
The farm board was abolished, and 
during the short time it was in opera- 
tion, according to Senator McNeary’s 
report which was issued last July 29, 
its total actual and prospective losses 
were $344,911,021.26, equivalent to 67 
per cent of the amount of the fund and 
to 69 cents out of every dollar original- 
ly appropriated to the fund by congress. 

Saving in License Fee 

“We were also responsible for the 
amendment to the agricultural and 
markets laws of the state of New York 
which reduced the license fee for retail 
mixers of feeds from $25.00 to $10.00, 
a saving to each retail dealer of an 
amount more than equivalent to his 
dues in the federation for several years. 

“At the time the NRA went into ef- 
fect, we were told that if we did not 
present a code for the industry, the 
government would draft one for us. 
Since we preferred to make our own 
rules instead of having some outside 
power dictate them to us, we cooperated 
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with other feed men from all parts of 
the country and at a meeting held at 
Chicago, participated in the drafting 
of a code which was accepted by the 
industry. 

Acted Wisely on Code 


“Your president was appointed as 
one of a committee of five to present 
the code in Washington. There were 
several clauses in the code which would 
have been beneficial to the dealers but 
which the NRA refused to accept. How- 
ever, we stood out for these clauses and 
cur code was never signed. This proved 
to be a wise move, since the codes were 
iater thrown out and thus we saved the 
feed dealers of the country hundreds of 
thousands of dollars which they would 
have had to pay in assessments. Any- 
- who has been under a code realizes 
this. 

“Every feed merchant should make 
it his personal business to attend the 
annual convention at Syracuse, Febru- 
ary 29, and give his full support to 
the organization which has established 
a good record in the past and can rise 
to even greater heights in the future 
with an increased membership. 


HARRY M. STRATTON, president, 
Stratton Grain Co., Milwaukee, accom- 
panied by his wife, is spending several 
weeks at his winter home in Florida. 


CHARLES D. CAMPBELL, Pots- 
dam, N. Y., executive secretary of the 
Eastern Federation of Feed Merchants, 
has undergone his second operation in 
two weeks. He hopes, however, to be 
sufficiently recovered to attend the an- 
nual convention of the federation which 
will be seld at Syracuse, N. Y., Feb- 
ruary 29. 
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Da rym Ell Like Arcady-Wonder Molasses Concentrate 


Practical feeding tests show an added profit for 
dairymen of $3.00 for every $1.00 invested in Arcady- 

@ Wonder Molasses Concentrate. One quart per 
feeding—replacing one quart of the regular ration 
—will prove this. 


Cattle Feeders 


Quicker and more economical gains, excellent finish, 
bring top market prices to cattle feeders who feed 
Arcady-Wonder Molasses Concentrate. The feeding 

@ of 1% Ibs. of this Molasses Concentrate per 1,000 Ibs. 
live weight per day stimulates the appetite, induces 
greater consumption of water, creates better digesti- 
bility and more profitable feeding results. 


Like Arcady-Wonder Molasses 
H 0g F ce d ers Concentrate 


Replacing one-third tankage feeding with one-third 
Arcady-Wonder Molasses Concentrate results in bet- 
ter assimilation of pig and hog rations and builds 


high quality vegetable and animal proteins plus 
molasses in granular, easy mixing form. Excellent 
for brood sows. 


h e ep Fe d ers Molasses 


Feeding lambs one-fourth to one-half pound per 
head per day Arcady-Wonder Molasses Concentrate 

@ creates healthy, rapid gains, higher grade wool and 
better finish. 


Like Arcady-Wonder 
Live Feed Dealers Molasses Concentrate 
—because it is a real business-builder and aids the 

€ dealer in establishing a more profitable and greater 


volume of feed business among thoroughly satisfied 
feeders. 


ARCADY-WONDER MOLASSES CONCENTRATE 
33 1-3% Cane Molasses — 30% Protein 


Write for free folders and detailed information. 


ARCADY FARMS MILLING CO. 


223 W. JACKSON BLVD., CHICAGO, ILL. 


@ pork cheaper and faster—with the perfect blend of | 


Stock—display—recommend—and sell | 
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Mineral Feed Makers 
Headed by Moorman 


E. V. Moorman, Moorman Manufac- 
turing Co., Quincy, Ill, was elected 
president of the Mineral Feed Manufac- 
turers’ association at the annual conven- 
tion held by the organization at Chi- 
cago, January 24. James H. Murphy, 
Murphy Products Co., Burlington, for- 
mer president, was chosen vice president 
and L. F. Brown, Chicago, executive 
secretary and treasurer. 

Discussion of the proposed uniform 
feed law was the feature of the meet- 
ing. There was considerable interest 
shown in the suggestion of changing 
the mineral factor in the classification 
of mineral feeds from 5 to 8 or 10 per 
cent. 

The association also discussed plans 
for conducting an intensive membership 
drive and appointed a special committee 
to direct the campaign. 

Mr. Murphy was unable to attend 
the convention because of the death of 
his wife who passed away January 21. 
A memoriam was drafted and adopted 
by the members as an expression of 
sympathy to their retiring president in 
his bereavement. 

Directors of the association chosen 
at the convention were Mr. Moorman 
and Mr. Murphy, Dr. E. E. Clore, 
Hoosier Mineral Feed Co., Greenwood, 
Ind.; Earl Rhine, Oelwein Chemical 
Co., Oelwein, Ia., and T. P. Gibbons, 
Cudahy Packing Co., Chicago. 


Commercial Feeds Lead 
On New York Farms 


Fifty per cent of the farmers in the 
New York milk shed area who use 
poultry feeds purchase commercial mix- 
tures, according to a survey recently 
made in this territory for “Dairymen’s 
League News” published by the Dairy- 
men’s League Cooperative Association, 
Inc. It was further revealed that 9.93 
per cent of the farmers mix their own 
chicken feed, 32.68 per cent buy from 
local mixers and 14.9 per cent do not 
use any at all. 

The study of the dairy feed situation 
disclosed that 50 per cent of the farmers 
purchase commercial rations, 39.76 per 
cent buy from local mixers, 7.98 per 
cent do their own mixing and 5.4 per 
cent use no dairy feeds. When asked 
to name the chief sources of their in- 
come 99.22 per cent of the farmers re- 
ported dairying; 44.94 per cent, poul- 
try raising; 29.81 per cent, stock rais- 
ing; 14.13 per cent, sale of grain and 
13.9 per cent, truck farming. The lar- 
gest number of farms ranked in size 
from 100 to 150 acres. 


MRS. JOHN REINDERS, mother of 
Roland Reinders, Reinders Bros., Elm 
Grove. Wis., and past president of the 
Central Retail Feed association, died 
January 10. Besides Roland, she is sur- 
vived by her husband and two other 
sons, George and Clarence. 


OFFICE IN ST. LOUIS 

Cargill Grain Co., Minneapolis, has 
opened an office in Room 312 of the 
St. Louis Merchants Exchange _build- 
ing, St. Louis, Mo. James E. Zedni- 
chek has been transferred by the firm 
from Cedar Rapids, Ia., to take charge 
of the new unit. 


/ ALL NEED 
| ARCADY: WONDER 


New Motor Carrier Act Analyzed 
From Feed Industry Angle 


Interstate Truck Peddler to Be Regulated 


OW the federal motor carrier act, 
H regulating interstate trucking, 

will affect the feed industry, has 

been a topic of discussion at nu- 
merous trade meetings throughout the 
country since the new law was passed 
by congress. 

Recently a member of The Feed Bag 
staff spent several hours going over the 
act with Walter Belson, Milwaukee, sec- 
retary of the American Trucking asso- 
ciation, who through his present con- 
nection and past activities, is well quali- 
fied to give interpretations of the vari- 
ous provisions, 

Curbs Interstate Competition 

The chief concern of the feed indus- 
try in the act arises out of the interest 
in regulation of the farm product hauler 
with his return load of feeds and other 
items sold in competition with the local 
feed dealer. There is every indication 
that the motor carrier act, if properly 
enforced, will put a curb on this type 
of operation, particularly if the hauling 
is done between points located in two 
different states. 

First, the motor carrier act provides 
the machinery for the regulation of 
highway carrier rates and tariffs and 
hand in hand with such regulation pro- 
vision is made for the coordination of 
our transportation system—highway, 
rail and water. 

Farmer Exemption Clear 

Secondly, the law, while it has a farm 
products exemption 4 A of Section 203, 
specifically limits such exemptions to 
“motor vehicles controlled and operated 
by any farmer and used in the trans- 
portation of his agricultural commo- 
dities and products thereof, or in the 
transportation of supplies to his farm.” 

Truck operators, for example, who 
haul supplies from Minneapolis into 
northern Wisconsin are not entitled to 
an exemption and hence will come 
under the rate regulation provisions of 
the motor carrier act and will be un- 
able, under these provisions, to enjoy 
any competitive hauling cost advantage 
not available to any local feed dealer. 
The provisions of the act will also fur- 
nish a clamp on truckers hauling grain 
from one state into another, a practice 
which has been a source of much com- 
plaint to established elevators. The 
livestock trucker who comes to a mar- 
ket point in one state and has been 
taking back loads of produce for sale 
direct to the farmer in another state 
will also come under the regulations. 
This will compel him to haul at rates 
in conformity to those established by 
the motor carrier act. 

Intrastate Hauling Open 

There is one fly in the ointment, 
however. A livestock trucker coming 
to Milwaukee, for instance, can trans- 
port feed and other products back to 
the farms in his territory in any point 
within Wisconsin, the same state, with- 
out violating any of the provisions of 
the trucking law. This type of haul- 
ing is classified as intrastate and not 
interstate business and is therefore out 


of the jurisdiction of the act. The same 
condition will apply to truckers haul- 
ing into Buffalo and back into any point 
in New York state; Minneapolis and 
back in Minnesota; Chicago and return 
in Illinois; in fact anywhere. that the 
crossing of state boundary lines is not 
involved. 
Uniform State Law Seen 

As a solution to this problem grain 
and feed organizations are considering 
the possibility of drafting a uniform 
motor carrier law to be adopted by the 


INCE many members of 

the feed trade are anxious 

to know how the Federal 
Motor Carrier Act will affect 
their business, a member of The 
Feed Bag staff held a confer- 
ence with Walter Belson of Mil- 
waukee to get a detailed insight 
into both provisions. Mr. Bel- 
son is executive secretary of 
both the American and Wiscon- 
sin Trucking associations and 
business manager of the Wis- 
consin Highway Carriers Con- 
ference and has perhaps given 
more time and attention to the 
new federal trucking law than 
anyone since its inception. The 
article published herewith is the 
result of conclusions drawn 
from his interpretations and 
adapted to the feed industry. 


individual states. A meeting to con- 
sider such a proposal was held recently 
at St. Joseph, Mo., which was attended 
by a large group of independent and 
cooperative grain and feed dealers from 


five states. Provisions which are ex- 
pected io be included in the model 
state law which was discussed are 
requiring all trucks employed in 


peddling to carry liability insurance 
and observe safety rules as are now 
imposed upon regulated highway car- 
riers; compelling any trucker who buys 
grain, hay, livestock or other produce 
from farmers for resale to comply with 
the law governing wholesale produce 
dealers which would necessitate the ob- 
taining of a license and Bonds to guar- 
antee payment to farmers; placing the 
hauling of grain by trucks for compen- 
sation under the same regulations with 
respect to inspection, grading, weigh- 
ing, etc., as when hauled by railroad. 
The trucking industry feels that the 
federal act will point toward the en- 
actment of model state laws. 
Equalizes Competition 

One general benefit would appear to 
stand out above all others to the feed 
industry in connection with the motor 
carrier act. From time immemorial, 
manufacturers and retailers have urged 
that their interest in transportation was 
not so much in extremely low rates as 
it was in fixed and certain rates. 
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In other words, if they knew that 
a competitor was definitely paying a 
certain transportation cost to lay down 
goods in a specific market they always 
knew upon what basis they had to com- 
pete with such competitors. 

Such feeling as exists in the feed and 
grain industry against the highway 
carriers is largely due to the insta- 
bility and uncertainty of the highway 
carriers rate structure. Conditions often 
existed which enabled one producer to 
pay 4 per cent of the list price for 
transportation to a town 100 miles away 
from his plant, while another producer 
of the same product 200 miles away 
from the same town might be getting 
his product into that town for as low 
as 2 per cent of the list price. Such 
conditions were generally regarded by 
good business men as bordering on in- 
tolerable. Insofar as interstate feed 
movements are concerned, the motor 
carrier act should eliminate this condi- 
tion almost entirely. 

Point for Consideration 

Another important thing to keep in 
mind in connection with this act is the 
fact that although it regulates traffic 
over the highway only to the extent 
that traffic may be interstate in com- 
merce, the courts have generally held 
that traffic may be inteerstate in com- 
merce, although the physical movement 
of the carrier may not cross state 
lines. 

For example, a shipment consigned 
from a milling company in Chicago to 
a dealer in Wisconsin would be con- 
sidered a movement in interstate com- 
merce until it reached the dealer’s door. 
Such shipment could leave Chicago by 
rail, for instance, and be laid down in 
a rail terminal in Wisconsin. A _ local 
cartage man whose trucks never cross 
the Illinois state line might pick up 
this feed and take it to the dealer. It 
is universally contended that the haul- 
ing of this feed through the streets of 
any town or over the highways to the 
dealer's door is a movement in inter- 
state commerce on the theory that it 
represents a step in the completion of 
the shipment. As such, the final hauler 
is subject to the provisions of the motor 
carrier act. 

In view of the widespread adoption 
by the rail carrier of a 5-cent allow- 
ance to consignor and consignee in 
lieu of an agreement to the pick-up of 
a rail shipment, the above definition 
has created an interesting issue. If a 
feed dealer or a manufacturer hauls a 
shipment to or from a rail terminal and 
receives from the railroad an allowance 
of 5 cents a hundred weight for per- 
forming such service, does he become a 
“for hire” carrier within the meaning 
of the Interstate Commerce Commis- 
sion motor vehicle regulatory act. Fur- 
thermore, in such states that have state 
regulation of motor vehicles does he 
thus become a “for hire” carrier withip 
the meaning of the respective state 
law? 

Feed manufacturers and dealers 
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who operate their own trucks across 
state lines must bear in mind that re- 
gardless of the final interpretation of 
the above question, they too are under 
the motor carrier act. The law pro- 
vides that a measure of control over 
private carriers is vested in the hands 
of the Interstate Commerce Commission 
and that in the months to come they 
almost certainly will find their truck- 
ing operation regulated as to safety 
provisions and very probably as to 
hours of labor and helpers. 

With respect to the rate regulation 
under the act, it is well to bear in mind 
that only the interstate common carrier 
need file a minimum-maximum rate. 
Contract carriers who, at the present 
time, probably handle the bulk of the 
highway tonnage for the feed industry 
(if private carriers are excepted) are 


regulated only as to their minimum 


rates. Operators have until March 2 
to file their schedule cf rates and 
tariffs. 


F. F. BECKER, Woodland Lumber 
& Grain Co., Woodland, Wis., is a real 
hustler as treasurer of the Central Re- 
tail Feed association as well as in the 
conduct of his own business. On Thurs- 
day, January 23, when it was 26 degrees 
below zero, Frank drove to Hustisford 
and was able to thaw out two of his 
neighboring dealers sufficiently so that 
they signed applications for member- 
ship in the association. He also ob- 
tained checks for first years dues which 
makes this achievement something of an 
all-time record. The two new members 
are Joseph Gillich and Max P. E. Rad- 
loff, both of Hustisford. 


Announcing 


A CO-OPERATIVE 
SERVICE TO FEED DEALERS 


Look for this triangle when 
buying Linseed Meal 


The triangle label assures 
uniformly high quality and 
is the mark of helpful service. 


Participating Companies 


OMPANY 
Minneapolis, Minn. 
Brown Linseep CorPoRATION 
Staten Island, N. Y. 
CALIFORNIA 
Cotton Corporation 
Los Angeles, Cal. 

Ex Dorapo O11 Works 
San Francisco, Cal. 


Minnesota LinsEep Co. 
Minneapolis, Minn. 
Nationat Leap Company 
New York, N. Y. 
Paciric VEGETABLE OiL 

ORPORATION 
San Francisco, Cal. 


PitrspurcH Pirate Grass 
Company 
Linseed Oil Division 
Milwaukee, Wis. 
Propucers Cotton 
Company 
Fresno, Cal. 
Spencer KELtocc anp Sons, 
INCORPORATED 
Buffalo, N. Y 
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Why should linseed meal have a place in 
feeding formulas? 


How, where, and under what conditions 
should linseed meal be used in place of, 
or in combination with, other protein feeds? 


Why is linseed meal termed the universal 
protein feed? 


What effect does protein quality have on 
the cost of protein feeding? How should 
linseed meal be used in feeding Pigs—in 
feeding Dairy Cows—in feeding Beef Cat- 
tle, Sheep, Horses, Poultry? 


Quality considered, what protein feed pro- 
duces the biggest return per dollar invested? 


In response to a wide and definite demand 
for information of the above character, the 
linseed meal producing companies listed 
in this advertisement have joined in a co- 
operative effort to furnish feeders, feed 
dealers and feed manufacturers with the 
latest, most authoritative educational data 
on protein feeding. 


This information, tuned to the latest mar- 
ket and scientific developments, will be 
furnished on request 
and without charge 
to feed dealers. Write 
for our new edition of 
the booklet ‘‘Practical 
Feeding forProfit’’ and 


our inseed Meal 
Master Feeding 
Chart.”’ 


LINSEED MEAL EDUCATIONAL 
COMMITTEE 


744 N. Fourth Street Milwaukee, Wisconsin 
Dept. FD-2 
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JOHN JOUNO, manager feed de- 
partment, Stratton Grain Co., Mil- 
waukee, who has undergone several 
operations, was recently compelled to 
return to the hospital for further treat- 
ments. 


WILLIAM C. HORTON, Ipswich, 
Mass., recently completed the building 
of a new office and warehouse. The 
structure is equipped with an oil heat- 
ing system and is air-conditioned. 


FREMONT LANGE, of Madison, 
Wis., fertilizer salesman for Darling & 
Co., is again calling on the trade after 
having been off the job for many 
months following a serious automobile 
accident on May 24, 1935. 


OHIO 

Gibsonburg Milling Co., Fremont, has 
installed a new feed mixer. The firm is 
operated by J. M. Miller and his son, 
Clarence. 

P. W. Jones has purchased the inter- 
ests of Dwight Downing in the Down- 
ing Co., Bellefontaine, and has changed 
the firm name to Logan Supply Co. 

Hunt Milling Co. has leased the ele- 
vator and coal yard of the Richwood 
Implement Co., Richwood, and_ will 
operate them. 

Duncan Seed, Hay & Grain Co., Mc- 
Morran, has been purchased by Grant 
McMoran, St. Paris. 

John L.. Donley & Bro. elevator, Ash- 
land, was destroyed by fire with a loss 
estimated at $38,000. 

Charles E. Groce recently installed a 
hammer mill in his elevator at New 
Holland. 

Lee Bennett has opened the Bennett 
Oil & Feed Co. at Eaton. 

West Salem Equity Exchange Co. 
plant, West Salem, was destroyed by 
fire January 10. 

B. Dargitz, Montpelier, has in- 
stalled a new feed mixer. 

Ralph S. Bartley, Jamestown, has in- 
stalled an incubator and will sell baby 
chicks this spring. 

Henry L. Grisez, former manager of 
the Ft. Loramie Milling Co.. Fort Lora- 
mie, has opened the Willowdell Grain & 
Feed Co. at Willowdell. 


IOWA 

Earl E. May, Shenandoah, has leased 
the Chris Yeanos building, Atlantic, and 
has opened a branch feed and seed 
store. 

J. S. Fetherson has purchased the 
Wilson seed store, Fort Madison, and 
is operating it as the Fort Madison Seed 
& Feed Co. 

Brown-Falgatter Milling Co., Cedar 
Falls, has been purchased by Leon K. 
Apfel, Shell Rock. 

Fridley Bros., Sumner, have installed 
a feed mixer. 

J. M. Delagardelle has erected a new 
feed mill at Gilbertville and is now 
operating it. 

Plymouth Processing Mills, Fort 
Ioodge, has been established to operate 
a soybean processing business. Pro- 
duction is expected to begin this mogth. 

Farmers Cooperative Elevator Cc.. 
Ellsworth, has erected a new feed ware- 
house and made general improvements 
on its old plant. 

A. M. Smith & Co., Boston, has pur- 
chased the Shannon Produce & Feed 
Co. plant, Iowa Falls, and expects to 
open it for business soon. 
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his Month In Your Feed Store 


e Live Tips To Help You Get More Business 


Bake Sales 


Church societies and other charitable 
crganizations in the country frequently 
hold sales of products which the mem- 
bers bake themselves. A Michigan dealer 
decided to donate floor and window 
space in his store so that the products 
could be shown and customers could 
purchase them at popular prices. The 
idea won the good will of the commu- 
nity for the dealer and brought hun- 
dreds of city and country folks into his 
establishment. Naturally, when those 
pleased by the charitable spirit of the 
dealer needed anything he stocked they 
gave him preference in making their 
purchases. 


Self Inspection 


‘The immediate objective of a feed 
dealer might be classified as holding 
present customers, winning new custom- 
ers and increasing plus sales. A dealer 
may lose few customers but fail to con- 
tinue building up his steady customer 
list. Or he may be outstanding at 
getting and holding customers but weak 
on building plus sales. In New York 
state a dealer greatly increased his pro- 
fits by taking an inventory of himself 
to discover on which of the points he 
was weak. Constant comentration on 
the weak side of his selling ability soon 
improved it and brought a decided rise 
in his volume of sales. 


Clearaway Sale 


A three-day clearaway sale recently 
conducted by a feed dealer enabled him 
to convert all of the slow-moving items 
on his shelves into cash. On the first 
day everything on sale was reduced 10 
per cent, on the second day everything 
left was cut another 10 per cent and 
on the third day everything remaining 
was reduced still another 10 per cent. 
“If you have the true bargain spirit,” 
the announcement read, “you will prob- 
ably wait until the last day of the sale 
when everything will be marked the 
lowest. But in the meantime alert 
shoppers may come along and buy the 
articles you particularly desire. Can 
you afford to take a chance, or will 
you make sure of getting what you 
want by coming the first day?” 


Tieing Up 


In the feed store operated by a Mich- 
igan dealer there is a large bulletin 
board. Around a square in the center 
will be found clippings of advertise- 
ments from poultry and farm maga- 
zines and other publications. A _ sign 
at the top of the board reads: “We 
Handle These Advertised Products”. 
In the square in the center of the board 
the dealer writes with chalk and usually 
announces the specials which the store 
offers for each particular day. When 
there is a farm meeting or community 


affair the space is devoted to a free an- 
nouncement. The dealer contends that 
customers who stand around study the 
board, see the specials and in reading 
the advertisements are absorbing facts 
that will later help him to sell the pro- 
ducts. 


Seed Sense 


When highways are blocked with 
snow and his store assumes the aspects 
of a morgue one feed dealer utilizes 
the time to good advantage by calling 
his customers and obtaining orders for 
field seeds from them. The argument 
that he uses is to the effect that if he 
is able to tell before -hand how much 
seed will be required in the territory 
he can place his orders in larger lots 
and thus pass the saving on to the 
buyer. After the seed sales talk, the 
dealer usually inquires about the farm- 
ers’ feed supply and assures him of 
prompt delivery of his order just as 
soon as the roads are opened. He finds 
the customers susceptible to conversa- 
tion, because they are usually confined 
tc their homes during a blizzard and 
enjoy talking to someone from town. 


Old Shoes 


A feed dealer in Ohio recently used 
an unusual display to attract attention 
to his feeds and emphasize its merits. 
He placed a bag of dairy ration in the 
window and a pair of old shoes beside 
it. A large sign was posted near the 
feotwear reading, “Shoes are 60 per 
cent protein and 8 per cent fiber but 
a cow can’t eat shoes.” On the other 
side of the window another card pointed 
out the fact that the dealer’s brand of 
feed has the right kind of protein. 


Good Memory 


Customers like to be remembered by 
their first names and treated according 
to their whims. Realizing this fact a 
Minnesota feed man has developed the 
knack of cataloging each person who 
trades at his store. He knows that 
Mr. Brown rarely has anything to say, 
preferring to be waited on quickly, 
while Mr. Smith is talkative, seems to 
have plenty of time to spare, and would 
be offended if he was cut short. There 
are ways of handling customers, the 
dealer reasons, but it can’t be done un- 
less you go out of your way to know 
them personally. 


OHIO CONVENTION 
When the Ohio Grain, Mill & Feed 
Dealers association gathers at Cedar 
Point for its meeting June 22 and 23 
this year, it will have held as many 
annual conventions as Heinz has varie- 
ties. The organization, oldest in the 
trade, will have achieved its 57th birth- 
day. W. W. Cummings, secretary, is 
already making plans for the program 

and anticipates a big attendance. 
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Manufacturers to Meet 
At Sulphur Springs 


NSTEAD of its usual gather- 

] ing place at French Lick, 
Ind., the American Feed 

Manufacturers association this 
year has selected White Sul- 
phur Springs, West Virginia, as 
the site for its annual conven- 
tion which will be held June 11 
and 12. 

Decision on the new meeting 
place was made after a poll of 
the board of directors and was 
announced just as The Feed 
Bag went to press. Headquar- 
ters for the convention will be 
at the Greenbrier hotel. 

White Surplur Springs is a 
famous and exclusive health re- 
sort located in the heart of the 
Allegheny mountains and has fa- 
cilities for practically every rec- 
reation, including splendid golf 
courses where the manufactur- 
ers will again compete for 
prizes in their annual tourna- 
ment. More details on the con- 
vention are to be announced 
later by Ralph M. Field, execu- 
tive vice president of the asso- 
ciation. 


Report Live Demand 
For White Corn 


Increased demand for white corn is 
reported in the terminal markets as a 
result of its utilization in the brewing 
industry and other specialized lines. 

It is pointed out that farmers who 
have sufficient land to supply their own 
requirements of yellow corn for feed- 
ing purposes can turn the surplus acre- 
age into cash returns by raising the 
white variety, which brings a premium 
on the market over yellow corn. 

One Milwaukee concern alone reports 
that it grinds more than 5,000,000 
bushels of white corn at its plant an- 
nually. The products into which the 
grain is converted are numerous. They 
include pearl hominy, hominy grits, 
white granulated meal, white cream 
meal, white dusting meal for bakers, 
white corn flour, brewers’ grits, brew- 
ers’ meal, hominy feed, brewers’ flakes, 
sausage binder flour, core binder, corn 
paste, beaten flour for paper mills, con- 
fectioner flakes, powder flakes used by 
power machinery manufacturers and 
snowflakes used by the movies. 

Although yellow corn is preferred to 
white corn for feeding purposes, the 
buyers point out that there are suffi- 
cient industrial uses for it to keep up 
the demand and make it profitable for 
the farmer to raise. 

Wisconsin is particularly cited as an 
ideal spot to raise white corn with one 
of the largest white corn mills in the 
Northwest located at Milwaukee and 
with Wisconsin freight rates to Mil- 
waukee considerably less than those of 
the western territory from where most 
of the white corn is now obtained. 


While Wisconsin grows a considerable 

amount of corn, it is extremely low in 

the production of the white variety. 

Other corn belt farmers could also in- 

crease their white corn acreage with 
good results, it is added. 
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BY-LAWS CHANGED 


The American Feed Manufacturers 
association has revised its by-laws as a 
result of the changes necessitated by 
the abolishment of the NRA. Approval 
of the new draft was given at a meet- 
ing of the board of directors of the 


organization held recently. Principal 
changes in the by-laws besides the de- 
leting of all references to NRA and 
the code provide that applications for 
membership shall be voted upon and 
approved by the board of directors and 
that the terms of the directors shall 
be adjusted so that one-third of the 
board members shall be changed each 
year. Another important alteration was 
an increase in the board membership 
from 15 to 18 to give proper represen- 
tation to all interests and all sections of 
the country. 


VERMONT FEEDS 


Out of 3,950 samples of feed collected 
and inspected during 1934 by the Ver- 
mont feed inspection department, rep- 
resenting 715 brands, or nine-tenths of 
the total number registered for sale, 
only 29 brands were found to be below 
guaranty. During the same year 13,807 
tons of fertilizer were sold in the state, 
as compared with 9,520 tons in 1933. 


BECK’S MILL, Waukesha, Wis., re- 
cently sent a special letter to its cus- 
tomers announcing the installation of 
electric power and a new hammer mill 
and the addition of other improvements. 


WILLIAM HOFFMAN CO., feed 
store and elevator, Middleton, Wis., 
were destroyed by fire, January 27, with 
a loss estimated at $30,000. 


Sell 


FEEDS AND SEEDS 
IN A MIXED CAR 


Take advantage of seed 
selling season to combine 
your current feed and 
seed requirements in a 
mixed car order. Lower 
costs mean better profit 
margins. Write today 
for price lists. 


Reduce Your 
Freight Costs 


MINNEAPOLIS 


NORTHLAND STARTER MASH 
for Sturdy Growth 


With chicks, it’s the start that de- 
termines future values. 
raised as layers or for market, 
profits are fixed by early growth 
and development. 
starting feed to recommend to your 
customers remember this: the in- 
gredients listed on the outside of 
the feed sack are only half the 
story. Correct and sufficient pro- 
portions of each ingredient inside 
the sack are what make feeding 
value. Don’t buy on price—don’t 
sellon price. Sell safe growth. Sell 
healthy development of bone, tis- 
sues, feathers. Buy on name—your 
only assurance of quality and value. 
Buy, stockand 
sell Northland 
Starter Mash 
for sturdy 
chicks. 


Everything for 
the Feed or Seed 
Store. 


NORTHRUP, KING & CO. 


Dependable 
Since 1884 


Whether 


In selecting a 


MINNESOTA 
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Austin W. Carpenter 


A. W. Carpenter Back 
In Feed Trade 


Austin W. Carpenter, familiarly 
known in the feed trade as “Carp,” and 
former sales manager of the Larrowe 
Milling Co., Detroit, until a breakdown 
in health forced him to resign, is again 
actively engaged in the industry. 

Effective January 1 he became asso- 
ciated with Thomas P. Gaines & Sons, 
Inc., Sherburne, N. Y. Mr. Carpenter 
is serving on feed sales and nutrition 
service work for the company and is 
also directing merchandising and serv- 
ice for the firm’s coal and builders’ sup- 
ply business. 

He is now fully recovered in health 
and anxious to put the punch and en- 
thusiasm into his new job which built 
for him an envious reputation in the 
feed industry during ten years previous 
association with retail dealers in the 
East. 

The Gaines organization concentrates 
its sales efforts on its own manufac- 
tured rations for dairy cows and poul- 
try which are marketed under the trade 
name, “Gainsmore”. 


ILLINOIS 

Bert Morgan is planning to open a 
feed store at Marseilles. 

Grayville Feed & Produce Co., Gray- 
ville, has opened a baby chick depart- 
ment in connection with its feed busi- 
ness. 

Jack Stanquist has opened a new feed 
store at Blue Island. 

V. A. Wolff, Evansville Feed & Sup- 
ply store, Evansville, recently returned 
from a trip to St. Louis. 

Charles Shehorn, Indian Prairie, has 
purchased the feed business of his 
brother, Ogie, at Fairfield. 

Kirchoff Bros., Hampshire, celebrated 
their 40th year in business on January 
15. 

Hy Rotramel has opened the Oblong 
Feed & Produce Co., Oblong. He also 
operates stores at Robinson, Palestine, 
Marshall and West Union. 

Emil H. Sederquist, operator of a 


_ feed store and cream service station at 


Preemption for 10 years, died January 
12. 
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Plan Your Advertising 
Then Stick to Your Program 


Make the Space You Use Sell Goods 


that the purpose of advertising is 

to sell goods, and that the objec- 

tive of selling goods should be the 
goal of every move made and every 
dollar spent in advertising endeavor. 

And yet were I able to state the 
amount of. money annually spent in 
the name of advertising and usually 
charged on the books to advertising 
but which obviously is not directed 
toward the simple objective of selling 
goods, you would accuse me of having 
confused advertising expenditures with 
government expenditures, or of having 
forgotten the importance of decimal 
points and ciphers. 

To suggest the amount of so-called 
advertising which is not advertising 
because it is not devoted to the pur- 
pose of selling goods, may I ask a few 
simple questions which you can check 
with your own observation and prob- 
ably, in many instances, with your own 
experience. 

Suggest a Purchase 

(1)—How many advertisements do 
you see in which there is no sugges- 
tion whatsoever on why you should buy 
a certain product or why you should 
want to patronize a certain house? 

(2)—How many advertisements do 
you see which plainly indicate that the 
advertising space was bought to please 
somebody rather than to sell goods? 

(3)—How many advertisements do 
you see in publications or in other 
media whose circulation obviously is 
almost entirely with people who could 
have no possible use for the product 
advertised? 

I think it was Irvin Cobb, who, called 
upon to comment on art and music and 
somewhat critical of monstrosities in 
both which had come under his obser- 
vation, made the statement, “All I ex- 
pect of a picture is that it shall look 
like something, and all I expect of 
music is that it shall sound like some- 
thing.” 

To this I should like to add that “all 
I expect of an advertisement is that 
it shall say something about the pro- 
duct or the advertiser that is worth 
saying”. 

In nine cases out of ten, advertisers 
themselves can do a much better job 
of advertising than they do and without 
any outside assistance, if they will but 
give their advertising the attention it 
deserves. 

It is not uncommon for the head of 
a firm to spend two hours telling his 
sales story to one prospect in the house, 
and to spend five minutes on an adver- 
tisement to tell his sales story to 5,000 
prospects outside the house. 

How many advertisements do you 
see which plainly indicate that the ad- 
vertising space was bought to please 
somebody, rather than to sell goods? I 
am referring here to the countless 
rackets and near-rackets perpetrated in 
the name of advertising. 

My appeal is that advertising should 


[' would seem unnecessary to say 


By Harry B. Hall 


be considered as advertising, and that 
donations be considered as donations, 
and that both be charged on the books 
where they belong. A safe rule to fol- 
low is that anything you buy in the 
name of advertising which is bought 
because you feel that you have to buy 
it to please some person or group of 
persons, should not be charged to ad- 
vertising. 


R. HALL who recently 

gave the address  pub- 

lished herewith before a 
group of retailers, is an exper- 
ienced advertising man and is 
connected with Klau-Van Pie- 
tersom-Dunlap-Associates, Inc., 
Milwaukee advertising agency. 
He is at present directing the 
advertising for the Linseed 
Meal Educational Committee. 
The suggestions he presents can 
be ideally adapted to feed store 
advertising. 


(1) Treat Advertising Seriously 

By that I mean, sit down with your 
associates carefully consider 
whether or not you should advertise at 
all. If the decision is “no”, stick to 
it until you are ready to seriously con- 
sider it again. Do not compromise with 
the decision by falling for every ad- 
vertising racket that comes along. If 
you conclude that advertising (real ad- 
vertising) would increase your sales or 
would prevent decrease in sales, the 
next decision to make is on the amount 
you feel justified in spending over a 
period of time—say for a year. This 
can best be considered in relation to 
past, present or prospective gross sales 
—possibly in terms of a percentage of 
sales for the past year. 

(2) Plan an Advertising Program 

By an advertising program I mean 
just that, and in most cases it should 
be for a year ahead or at least for six 
months. 

Begin by carefully considering the 
type and location of your market. Can 
it be reached in newspapers or other 
publications without unreasonable 
waste? Should direct mail be used to 
supplement other advertising or should 
it supplant it? How about billboards, 
radio, or other media? How can we 
reach the largest number of prospec- 
tive customers at the lowest cost? Con- 
sider the question of media in relation 
to market as carefully as you would 
route a.salesman to avoid waste in 
travelling expense. 

With the media selected, the next 
step is to allocate the appropriation 
decided upon to the various media. 
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in Advance 


After this comes the establishment of 
a schedule of dates of appearance of 
the advertising material and a corres- 
ponding schedule of deadline dates 
when the material must be ready. In 
preparing these schedules, all of the 
seasonal factors inherent in the busi- 
ness as well as all other factors gov- 
erning the most advantageous time to 
do specific things would of course be 
taken into consideration. 


(3) Prepare Ads in Advance 

The preparation of good advertising 
copy, whether it be for use in publica- 
tions or in direct mail literature, takes 
time. It should be carefully thought 
out before it is worked out. Adver- 
tising produced under pressure to meet 
a specific date is never as good adver- 
tising as that prepared under a situa- 
tion where there is opportunity to 
carefully choose every word, sentence 
and illustration used—opportunity to 
say when the material has been pro- 
duced, “It was the best I could do,” 
and not “I could have done better if I 
had had more time.” 


(4) Stick to the Program 

You will note that my appeal, or 
rather my suggestion, and practically 
the only one I have made, is that you 
treat advertising effort in your business 
just as seriously, if not more so, than 
any other phase of your entire business 
endeavor. 

Advertising should be considered as 
but the exercise of salesmanship on 
paper. It should be made a part of 
your sales program. Your advertising 
should talk to your prospects the same 
as your salesman talks to them but in 
a better tone of voice and should say 
more in fewer words. 

Advertising Always Pays 

If there is need for the product. 

If the product is worth the price in 
comparison with competing products. 

If the media used is that which will 
reach the largest portion of the avail- 
able market at the lowest cost. 

If the advertising by illustration, ty- 
pographical setup or headline is suf- 
ficiently attractive to induce reading. 

If the advertising message is the best 
message that can be composed to in- 
duce people to buy the product, with- 
out resorting to misrepresentation. 


GEORGE W. WEITLAUF, Bridge- 
port, N. J., has taken over an addition- 
al two story building which will be re- 
modeled and added another man to his 
sales staff to take care of his rapidly 
expanding feed business. 


INGLESIDE MILLING CO., Ingle- 
side, Md., has erected a new warehouse. 


POTOMAC POULTRY Food Co. 
is constructing a new office building and 
the Baltimore Feed & Grain Co. is 
planning the erection of a new ware- 
house. Both firms are located in Balti- 
more, Md. 
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—Early Chicks do best on 


WISCONSIN 
Chick Starter Mash 


® Doubly fortified for 


Health and Growth 
CHICK with... 

“VITAMINE” U.S.P. 
WE Codliver Oil 

WITH BUTTERMILE 

— “KRACO” Milk Sugar 
LINGO: Feed—and every body- 
Wausau, wis. 


building nutrient. 


Write for literature and 
Agency proposition. 


NORTHERN MILLING CO. 


Since 1883 


WAUSAU . WISCONSIN 


Lower Your Production Costs 


->GIVES MORE VITAMIN D PER DOLLAR 


Satisfy your customers with SarDilene mixed 
mashes. It has been proved — feeders want 
it. SarDilene, the original sardine oil pro- 
duced in America, pioneered the poultry field 
and continues to pioneer with new scientific 
discoveries and newly perfected, rigidly con- 
trolled processes of manufacture. Rigidly 
tested by Colleges, Experiment Stations, large 
feed manufacturers and commercial poultry- 
men, it has been proved, SarDilene solves the 
vitamin D problem. 


-»CONTAINS AMPLE VITAMIN A 


SarDilene carries ample amounts of vita- 
min A which is stabilized in mixed feed 
through a special treatment given the oil. 
It assures better pigmentation, better feather 
growth, and smoothness of plumage. 


Cash in on our advertising campaign in leading 
poultry journals. Satisfy your customers with 
SarDilene in your mashes. Write for informa- 
tion and literature. 


F.E. BOOTH COMPANY, Inc. 


Dept. 10 Farley Bidg., CLEVELAND, 0. 
110 Market St., SAN FRANCISCO, CALIF. 


MAIN OFFICE 
MINNEAPOLIS 


MILWAUKEE, WIS. 


Green Bay Chicago Buffalo 
Duluth Toledo Albany 
Portland Omaha New York 
San Francisco Ogdensburg Boston 
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Yow’ll like the Nicollet... 


because you have a choice of 600 spacious, sun- 
lit rooms with deep luxurious beds, soft water 
for bathing; because you'll receive thoughtful, 
convenient service; because you'll enjoy the ex- 
cellent foods served in the beautiful Minnesota 
Room and in the smart Coffee Shop; because 
everything possible is done to make your stay 
pleasant. 


NICOLLET HOTEL 


MINNEAPOLIS 
Official AAA Hotel - W.B. Clark, Manager 
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Merchandising Farm Supplies 


By F. Harvey Morse 


(Continued from Page Twenty-five) 


enough the results would have been 
satisfactory. The same holds with feed 
—and particularly with a new customer. 
Sometimes a feeder will buy just enough 
to last his stock a week or two—not a 
long enough time for the feed to show 
up to advantage. Not seeing results 
then, he quits that line in disgust. 
Whether you actually sell him the full 
quantity for immediate delivery or nct 
it is always well to sell the idea of feed- 
ing your brand for the complete cycle 
of production. 


Furthermore, you protect your busi- 
ness by selling larger quantities—by 
selling enough. When a feeder has a 
ton or two in his barn the chances are 
remote that any competitor can come 
in and sell him another brand—and if 
you are on the job you will be out 
for the repeat order befoe his supply 
has gone. 

On many items it may pay to give a 
better price when larger quantities are 
purchased. Some dealers regularly offer 
price differentials for the purpose of 
selling additional quantities. If you 
have such difference in prices that gives 
yeu a_ splendid opening to suggest 
larger quantities. “You want 500 
pounds, I suppose,” or “You need a 
half a ton of this a week. We can 
haul a ton just as easily as a half. Why 
not have us send you a ton and you 
will be fixed up for two weeks? The 
price is more reasonable in ton lots.” 
If you don’t make a price differential 
your suggestion will take the form of 
greater convenience to the customer, 
less bother to him, less danger of run- 
ning out due to possibilities of bad roads 
and things of that sort. 

Sell Better Quality 

Suppose a feeder comes in and asks 
for bran and middlings for his cows or 
for a very cheap grade of dairy feed. 
Now you can load this on the wagon 
at once. If you are a good meérchan- 
diser, however, you may say, ‘Yes, we 
can let you have those. I am wonder- 
ing though whether you wouldn't pre- 
fer this higher quality product. I hear 
the creamery has been complaining 
that milk is dropping off. This feed will 
bring your cows up now while milk 
prices are going up.” 

In attempting to “trade a buyer up” 
it is preferable, if possible, to show the 
higher quality article first and point 
out its merits. Unconsciously the buyer 
sets the better quality item up as a 
standard when you show a poorer qual- 
ity product—and will very likely turn 
tack and buy the best. 

Sell the Complete Line 

When you sell a man feed for his 
cows don’t overlook the fact that he 
also has chickens and hogs. If your 
feed is good for one, why not for all? 
Studies of farmers’ buying habits have 
shown extremely spotty distribution of 
feedstuffs, the cases in which all the 
animals on the farm were fed one line 
being the exceptions rather than the 
rule. When a man buys clover seed 
from you why shouldn’t he buy all of 
his seed from you. If you sell a farmer 


lumber for a new barn why overlook 
such things as drinking fountains and 
stanchions, milking machines or cream 
separators? 

Sometimes combination “deals” can 
be made to stimulate sales of the full 
line. An aggressive Nebraska dealer 
sells feed according to a “pool ton” 
plan. Like so many dealers he has a 
better price for ton lots than he has 
for bag lots—but finds that few of his 
customers can buy tons of an individual 
feed economically. “All right,” he tells 
them, “we’ll make up a mixed ton in- 
cluding all the feeds you will need on 
your place and will sell you that at the 
ton price.” This plan affords an addi- 
tional urge to the feeder to buy this 
particular brand of feed for all the stock 
on his place. 

Just one word of caution. While plus 
selling is important it is equally im- 
portant that you do do not actually 
oversell a customer. Any sale you make 
should be a good investment for the 
man who buys. It is not good business 
to sell so much feed that the farmer 
will have to provide makeshift storage 
quarters where it may be subject to 
moisture from a leaky roof and _inci- 
dental heating and spoiling, or where 
mice and rats can get at it. 


IOWA GRAIN MEET 
More than 400 persons attended the 
convention of the Farmers Grain Deal- 
ers Association of Iowa, which was held 
at the Hotel Savery, Des Moines, Janu- 


ary 28, 29 and 30. The meeting was 
held in conjunction with the Farmers 
Elevator Mutual Insurance association, 
the Farmers Elevator Service Co., and 
the Iowa Cooperative Grain Co. All 
cfficers of the organization were re- 
elected at the business session. They 
are Oscar Heline, Marcus, president; 
Harry Sumners, Clarion, vice president, 
and W. H. Thompson, Fort Dodge, sec- 
retary. 


WISCONSIN 

Otto Untiedt has purchased the Rip- 
linger feed mill and warehouse, Rip- 
linger. 

Wisconsin Milling Co. has taken over 
the Johnson Produce Co., operated by 
— and Harry Johnson at Boyce- 
ville. 

John Figor, proprietor of the Figor 
mill, Wyocena, died January 13. He 
was more than 80 years old. 

D. M. Hart has opened a feed mill 
at Ontario. 

Farmers Cooperative Co, Theresa, 
has built an addition to its elevator and 
installed a new feed mill and mixer. 

Herman A. Elias has opened the 
Token Roller Mills at DeForest. 

Glenwood City Mill & Elevator Co.. 
Glenwood City, has built an addition 
to its plant to house its feed mixing 
equipment. 

L. H. Herrewig has installed a new 
feed mixer in his plant at Hustler. 


New Poultry Feeding Plan 
Discovered by Larro 


300% Increase in 
weight (4 times her 
2 weeks’ weight). 


200% in- (A 
crease in 


first two 
weeks. 


A departure from the orthodox plan 
of raising pullets, requiring the use of 
only two mashes during the life of the 
birds, has been evolved by the research 
farm of the Larrowe Milling Co., De- 
troit, Mich. The raising of better hens 
that lay more eggs, and a saving in feed 
cost and labor are claimed as a result 
of the discovery. 

“The new Larro pullet raising plan 
and the two new Larro feeds that go 
with it,” explains A. F. Rolf, director 
of the research farm, “are based on the 
fact that there are two definite periods 
in the growth of a pullet—the first 12 


‘weeks when she makes her most rapid 


growth and increases in weight and the 
remainder of her growing period when 
growth is completed at a more leisure- 
ly pace and laying commences. 

“Nine years of tests at the Larro re- 
search farm have shown us that during 
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the first 12 weeks of rapid growth the 
chick requires a ration containing more 
of the particular proteins, vitamins and 
other factors promoting growth than 
are necessary or desirable after growth 
slows down and the bird approaches 
maturity. From the 12th week on, we 
have found that the feed requirements 
of the developing pullet parallel those 
of the mature fowl. The same ration 
that best provides for egg production 
and reproduction is also best for bring- 
ing the half developed pullet to matur- 
ity. 
“From these facts two new feeds 
have been developed and the plan for 
raising pullets entirely revised. One of 
the feeds carries the chicks through the 
first 12 weeks of rapid growth, while 
the other, a mash, brings the birds to 
maturity and provides for their require- 
ments all the rest of their lives.” 


Page Twenty-three 


150% Increase in weight (2! Only 50% increase in weight. Only 25% increase in weight. : 
times her 6 weeks’ weight). (Growth rate new slows down). (Growth rate still slower), a 
| 
| weight th 
} 
2 12 AS 418. READY 
HATCHED | OLD OLD OLD tay 


“JOHN DILLINGER” POOL 

Roy LaBudde of the LaBudde Feed 
& Grain Co., Milwaukee, came back re- 
cently after several days of winter va- 
cation in northern Wisconsin with a 
geod story about E. A. Pocl of the dry 
milk division of the Dairymen’s League 
Cooperative association, New York 
City. Roy hiked over to the Dairy- 
men’s Country club adjoining Camp 
McKinley near Boulder Junction, Wis., 
where he was staying, and the story 
was told to him by the manager of the 
club, Charles Ashton. Ed Pool was a 
guest of the club with a group of his 
friends in the dry milk industry shortly 
after Dillinger escaped from Little Bo- 
hemia, so Charlie who is a deputy 
sheriff in Vilas county, arranged with 
the sheriff to send a posse of his men 
out to the club to pick up Ed as a Dil- 


MORE POULTRYMEN 
ARE ASKING FOR 
IN POULTRY 


linger suspect. The trick worked beau- 
tifully. Ed was put in handcuffs and 
protested at length, showing identifica- 
tion cards, etc., but the “dumb” sheriffs 
could not seem to understand. His 
friends, innocent of the plot, joined in 
the protests and offered to put up bail 
but everything was to no avail. Ac- 
cording to the way Charlie Ashton tells 
the story, the bluff was kept up for at 
least an hour and Ed was at least 
slightly perturbed for a longer time 
thereafter. 


WISCONSIN FAIR 
Wisconsin’s 1936 state fair will be 
held at State Fair park, Milwaukee, 
August 22 to 29, Ralph E. Ammon, 
manager, has announced. The Wiscon- 
sin Territorial Centennial will be cele- 
brated during the event. 


Poultrymen Want 
the Extra Profits 
that come from 
feeding Mashes 
containing KRACO 


Concentrated, Body-Building, Health- 
Protecting Elements of Milk. A Needed 
Ingredient for Poultry Mashes. 


Vitamin G is essential to growth and to high hatchability. Milk 
sugar feed guards intestinal health and helps ward off disease. 


Milk minerals are bone builders. 


KRACO, Milk Sugar Feed is a most economical source of 
vitamin G. KRACO has a 70% milk sugar content and an 8% to 


9% milk mineral content. 


KRACO in the mashes also aids in the 


assimilation of all nutrients in the feed. For flock health, growth 
and heavy production, demand mashes that contain KRACO. 


Cash in on this growing demand by mixing KRACO in your 


mashes. 
gain new ones. 


KRAFT-PHENIX CHEESE CORPORATION 


Dept. 343 


It's one sure way to hold your present customers and 
For full information, write: 


Chicago, Ill. 


SELL THEM STARTING, GROWING AND 
LAYING MASHES THAT CONTAIN KRACO 
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Lionel True 


Well-Known Feed Man 
Now Bank Head 


Lionel True, secretary-treasurer, 
James H. Gray Milling Co., Springville, 
. Y., has been elected president ot 
the Farmers Bank of that city. 

Mr. True is well-known in the feed 
trade and is the author of the series 
of articles on “Modern Accounting for 
Feed Merchants” which appeared re- 
cently in The Feed Bag. He is also 
president of the Mutual Millers & Feed 
Dealers association. 

For more than 50 years the presi- 
dency of the Farmers Bank has been 
a post of trust and honor both in the 
town and that section of the state and 
Mr. True’s many friends join in con- 
gratulating him on his advancement. 
He was a member of the board of direc- 
tors of the bank previous to his promo- 
tion. 


55 


INDIANA 
Everett Buttler, proprietor of the 
Consumers feed store, Lawrence, is 


erecting a new building which will 
house his feed grinding and mixing 
equipment. 

W. G. Burris has purchased the Jones 
& Son feed store, Sullivan. 

Dunkirk Coal & Feed Co., has opened 
for business at Dunkirk under the man- 
agement of Fred Evans. 

L. F. Rahrar has taken over the feed 
mill operated by V. R. Thomas at 
Jonesboro. 

Baxter McBane has sold his interest 
in the Fortville Grain Co., Fortville. 
and with his son, William, has taken 
over the McCordsville Grain Co. ele- 
vator. 

The name of the New Paris Feed & 
Coal Co. has been changed to Martin’s 
feed mill. A complete molasses mixing 
unit is being installed by the firm. 

Elmer Hutchinson, Arlington, is 
rapidly regaining his health following 
an operation which he recently under- 
went. 

Prof. O. S. Roberts, for 28 years 
chief food inspector of Indiana and lo- 
cated at Purdue university, died recent- 
ly as the result of a heart attack. 
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NE of the writer’s earliest experiences in salesmanship 
O was when, as a boy, he earned money for his school- 

ing by selling newspapers. When a man called, 

“Here, boy, paper,” the answer invariably was, “Yes, 
sir, Post?” mentioning the name of the biggest circulating 
paper—the one most people bought. 

The circulation supervisors of the smaller papers didn’t 
like that plan of selling particularly well. “Instead of saying 
‘Post’”, they would tell the newsboy, “Say, ‘Yes, sir, Times?’ ”. 
Frequently, when sufficiently impressed through the medium 
of free theater or baseball tickets, the advice of the circulation 
man would be followed for a few days and the sales of his 
paper boosted. From the standpoint of the paper representa- 
tive that was good merchandising but from the standpoint of 
the newsboy it wasn’t. Profits being equal, it’s better business 
to push the line that sells most easily. This experience illus- 
trates the possibility of “suggestion selling’, but the applica- 
tion in modern merchandising is a little differeit. 

If he knows his stock, almost any clerk of fair ability can 
hand out what the customer asks for. The salesman, how- 
ever, will sell better quality, larger quantity, and extra items. 
He will do plus selling—more profitable selling. Every mer- 
chant knows that it costs money to bring customers into his 
store—or to go out to a customer’s place. lf you can in- 
crease the average sale without increasing cost, it is surpris- 
ing how rapidly net profit increases. 

In fact that extra sale may mean the difference between 
loss and profit. The story is told of an expert who studied a 
certain electric railway property to find out why it wasn’t 
making money. He discovered that if the cars could carry 
just two more passengers each trip, the company could start 
writing its net returns in black instead of red. The same 
principle holds in retailing. 

How PLUS Business Increases Profits 

Let’s take the case of a farm supply dealer who is doing 

$60,000.00 worth of business a year working on a 20 per cent 


margin. Here in round numbers are the figures for his busi- 
ness: 
Cost of goods.... $48,000.00 
Selling expense 3,300.00 
Operating 3,900.00 55,200.00 


Assuming that the proprietor and his one helper divide 
sales equally (they actually won’t in practice) this means 
$30,000.00 sales per year for each—$2,500.00 per month, ap- 
proximately $100.00 apiece per day. Handling 25 customers 
a day we find that the average sale is $4.00 to the customer. 

Suppose that plus selling increases that average sale per 
customer only 25 cents. Then instead of $100.00 average 
sales per day we find the sales amuounting to $106.25—$2,656.25 
apiece per month or $63,750.00 per year. Now let’s figure net 


profit. 
Cost of goods $51,000.00 
Expenses (practically no in- 
crease) 7,200.00 58,200.00 
Net profit.... $ 5,550.00 


There’s an increase of $750.00 a year in net profit—an 
increase of 1556 per cent. Were the average sale to be in- 
creased 50 cents per customer the net profit would climb to 
$6,300.00—an increase of 31% per cent. 

If a customer comes into your store and buys paint the 
average clerk will be content to sell him the amount he asks 
for. A good salesman—the plus salesman—will suggest that 
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Merchandising Farm Supplies 


Chapter 11. PLUS Selling 
By F. Harvey Morse 


the customer probably needs a brush and since he is painting 
a large barn a good quality brush will be in order. He may 
also suggest a wire brush for cleaning rough surfaces and 
if he is painting a house perhaps putty and a putty knife. 

If a woman comes in for some chicken feed a plus sales- 
man will suggest feeders, drinking fountains and maybe pat- 
ented glass that lets the ultra violet ray into the brooder house. 
He may also inquire about the brooder equipment—and next 
suggest peat moss litter. Whereas she came in to spend a 
dollar or two she may leave after having spent twice or three 
times that amount; perhaps even more. In the same way the 
= purchaser may be sold fertilizer, sprays, spraying out- 

ts. 
Suggesting Unrelated Items 

“Are all cf my customers patronizing all of my depart- 
ments?”, is a question every merchant should ask himself. 
Here’s a family buying their groceries and household goods 
from you—but their feed across the street. Why? Could it 
pe that you have never made the effort to bring your feeds 
to their attention? Or, here is a feed customer who sends 
to a mail order house for a water system and plumbing instal- 
lation. Why shouldn’t he have bought that equipment from 
you? These points illustrate the advantage of selling on the 
farmer’s own place—you can keep in better touch with his 
ever changing needs. 

A well planned display schedule is one good selling aid 
to help bring customers to all of your departments. Why 
not have a pile of baby chick feed in your grocery depart- 
ment or your hardware department or your machinery de- 
partment as a subtle suggestion to those who come in pri- 
marily to buy something else? 

Telephone selling too makes it possible to suggest both 
related and unrelated items. A grocer purchased a new brand 
of pancake flour. On every phone call he suggested this flour 
telling, in just a word or two, its merits. He put a girl on 
the phone and had her call a list of customers and suggest this 
flour. As a result, the initial stock was moved out quickly. 

It is through personal selling, of course, that suggestions 
are most effective. How often a buyer goes into a store and 
after his request has been filled some stupid clerk will ask, 
“Nothing else, is there?”, definitely suggesting to the customer 
that there is nothing else. Or he may ask, “Is that all?”, again 
suggesting that the quicker the transaction is over the happier 
the clerk will be. It is just as easy to be constructive and 
say, “By the way, Mr. Roberts, we have a special on fly spray 
this week. I wonder if you wouldn’t like to take a gallon. 
The flies are pretty bad right now, you know.” Or suppose 
you have just received a carload of hand cultivators or plant- 
ers. After you have loaded the sacks of seed the farmer asked 
for, why not say, “Mr. Jones, we have a remarkable new 
planter that I would like to show you. I wonder if you have 
a minute or two.” Get his interest; then the sale is up to you. 

Don’t be too obvious—or too insistent in your sugges- 
tions but rather show a sincere interest in the customer’s 
needs. Approach the subject in a way that makes the cus- 
tomer feel you are doing him a favor to call the product to 
his attention. 

Selling More Than Asked For 


Frequently it is dangerous to sell a customer too little of 
an item. If you are selling paint, possibly the only disadvan- 
tage is that the customer may have to come back for an addi- 
tional quantity. Suppose, however, you are selling fertilizer 
and the customer doesn’t buy an adequate amount. As a re- 
sult he is likely to be disappointed in his yield—and in his 
mind the fertilizer is of poor quality. Had you sold him 

(Continued on Page Twenty-three) 
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AMERICA’S LARGEST SOYBEAN CRUSHING PLANT 


Staleys W. M. BELL COMPANY 


Grain & Stock Exchange Milwaukee, Wis. 


ANNOUNCE A NEW & 
stablished in 1897—our 
record in the grain business 
* PEA-SIZE merits your confidence. Ex- 
5 0 Y R 7 A N 0 | L M F A L pert and careful attention 
(IT WON'T BLOW AWAY) given every transaction. We 


Especially processed for steers, hogs, 


offer complete service—con- 
sheep, dairy cattle and dog feed. P 


IT IS UNIFORM IN SIZE... IT IS WELL signments, bids to arrive, 
COOKED ...IT IS VERY PALATABLE . . . 
IT IS HIGHLY DIGESTIBLE grain for sale, hedging orders. 


This superb new product is available in straight or 
mixed cars with Staley’s regular granulation soybean 
oil meal, corn gluten feed and corn oil meal. 


REQUEST SAMPLE LITERATURE AND PRICE 


A. E. STALEY MANUFACTURING CO. 


WwW. A. HOTTENSEN F. B. BELL 
DECATUR (Feed Division) ILLINOIS President Secretary 
PIONEERS OF THE SOYBEAN INDUSTRY IN AMERICA R. G. BELL, Vice President and Treasurer 


BETTER 
GREATER PRODUCTION 


The One Safe. Sure Source REGISTERED 2S. PAT. OFF. 


of VITAMIN E COD 2,y ¢@ OIL 


Get the jump on your competitors this spring with a Triple-Vitamin feed by using 
DE LUXE FORT-E-FIED Cod Liver Oil. This grade is especially prepared for feed manu- 
facturers and feed mixers. Its Vitamin A, D and E potency is so high that it can be 
safely recommended to be fed at levels of 14 of 1%, or 2% lbs. per ton of total rations. 
PRICE, 28 cents per lb. Why pay more for other concentrates? 


DE LUXE STRAIGHT COD LIVER OIL is ideal for feeding where only Vitamins A and D 


are required. Levels 14 of 1% or5 lbs. per ton of total 
rations. 


Get our prices on Malt Sprouts, Mill Feeds, Oil Meal, 
Onyx Dried Grains, Clinton Corn Gluten, Corn Oil Cake 
Meal, Puritan Reef Oyster Shells and ALL GRADES OF 
GRAIN. 


STRAIGHT COD 


LIVER OIL STRATTON GRAIN COMPANY 


| 100% PURE U.S.P. (Successors to Donahue-Stratton Co.) 


Grain & Stock Exchange Milwaukee, Wisconsin 
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MR. AND MRS. A. J. Schumann, 
Poestenkill, N. Y., recently returned 
from a two weeks’ trip to Florida. Mr. 
Schumann operates a progressive feed 
store at Poestenkill. 


R. J. TOPEFER, SR., feed dealer at 
Tarentum, Pa., is spending the winter 
in Florida. 


H. J. SELIG, Kurtz & Selig, Inde- 
pendence, Ohio, assumed the office of 
mayor of his town January 1. 


MR. AND MRS. C. G. EGLY, 
Fort Wayne, Ind., celebrated their 50th 
wedding anniversary on January 10. 
Mr. Egly is a director of the Indiana 
Grain Dealers association. 


Shippers of ... 


Corn « Oats 
Feed Barley 


Poultry and Milling Wheat 


° Any Grade 
* Any Quantity 


* Any Time 


MINNEAPOLIS 


Write or Wire 


Bunge Elevator 


MINNESOTA 


for Quotations 


A Valuable VITAMIN G Source 


EGG-O-MILK 


BLEND 


This perfectly blended supplement is guaranteed 


to equal dried 


skimmed milk or dried but- 


ANALYSIS 
PROTEIN........ 32% 
2% 
FIBER ........... 4% 


A Perfect Blend of Egg 
Yolk, Skimmed Milk, 
Butter Milk, Yeast, 
and Malt Flour. 


termilk in growth promoting Vitamin G. It 
replaces milk products pound for pound in 
mixed feeds, at less cost! Appetizing and di- 
estible; possesses digestive properties. 
ay be mixed or sold separately as a supple- 
ment. Unusual opportunity for mixers and 
dealers. PROMPT. SHIPMENTS. Carlots 
or LCL. Write or wire for prices and full 
particulars. 


EGG-O-MILK COMPANY 


423 W. Pratt St. Baltimore, Md. 
Please quote us lowest delivered prices 
Ci ton lots (5 ton lots [J car lots 
C0 Mail sample and circular. | MAIL 
Name TODAY 
Address 
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@ WHIFF of that fragrant cane 
molasses odor, and they can’t 
wait to get their noses into the feed. 
They like it—but that isn’t all. Cane 
Molasses is good for them. 


Cane molasses is a high-energy 
food. Every gallon contains more 
than five pounds of sugar—easily di- 
gested and turned into heat, energy 
and flesh. Because of its tonic effect, 
cane molasses gets horses and other 
livestock into condition and keeps 
them in condition. 


And here’s a tip: Horses and other 
stock eat more feed when it contains 
molasses. And they do so well on 
molasses feeds (fewer digestive up- 
sets, better appetite, improved general 
health) that owners are bound to be 
impressed by their condition. 


Replace part of the grain in your 
feeds with good cane molasses—and 
watch them go. Wherever you are, 
Commercial Molasses Corporation 
can deliver top-quality cane molasses 
promptly at the lowest possible trans- 
portation cost, in large or small lots. 


Write for prices and illustrated booklet 
containing authoritative information on 
mixing and feeding cane 

molasses. 


A PALATABLE, NUTRITIOUS, 
AND ECONOMICAL LIVESTOCK FEED 


Commercial Molasses Corp. 


ROOM 204, 230 PARK AVE., NEW YORK 
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MILL MACHINERY 


Get our New Low Price on the 1936 
Model Feed Mixer with all latest im- 
provements. 


Write for details. 


1936 Model 


Everything for Mill and Elevator 


Feed Mixer 


THE DUPLEX MILL & MFG. CO. 


SPRINGFIELD, OHIO 


® Milwaukee. 


for Shipment Same Day 
send La Budde your order for 


RCADY MOLASSES MIX 


OUR PRICE—$36.50 per ton, £. o. b. 


THE BEST dry molasses product—3314% 
® molasses, 30% protein. 


MIX YOUR OWN 16 and 20% dairy feeds— 
® containing molasses. 


SELL AS IS—farmers like it for use with 
® home grown grain. 


GRAIN & STOCK EXCHANGE 


LA BUDDE FEED & GRAIN CO. 


MILWAUKEE 


11 West 42nd Street 


All poultry rations should include liberal quantities of DAIRYLEA DRIED 
SKIM MILK. Also good in all rations for calves, poultry and swine. 
Carried by principal feed merchants throughout eastern territory. 


Manufactured and Distributed By 


DAIRYMEN’S LEAGUE CO-OPERATIVE ASSOCIATION, Inc. 


New York, N. 


Milwaukee Grain Man 
Olympic Champion 


While gathered at a special meeting 
in Milwaukee recently to raise the city’s 
quota for the American Olympic fund, 
it was learned that Francis Duhne, Mil- 
waukee grain dealer, who exhibited so 
much interest in the campaign was a 
former Olympic champion. 

Back in 1900 he was one of Ger- 
many’s five representatives at the Olym- 
pics in Paris and won the 1,500 meter 
and the steeple chase championships. 

Duhne explains that he learned to run 
fast by working on the Hamburg derby 
track as a boy. He got up early each 
day to lead the race horses around the 
circuit for an airing. 

“We had to run or be run down by 
the horses,” he said. ‘I soon developed 
a stride that I used later in competi- 
tive racing. Now I can run fast enough 
catch a street car and that is about 
all. 

In recognition of his past records, Mr. 
Duhne was elected chairman of the 
committee directing the raising of funds 
in Milwaukee. He is a member of the 
Milwaukee Grain & Stock Exchange 
and has been connected with the grain 
trade for many years. 


APPOINTED JOBBERS 

Rice Laboratories, Inc., Dassel, Minn., 
announces the appointment of the In- 
dependent Feed Dealers’ Alliance of 
Minneapolis, the Jameson-Hevener Co., 
St. Paul, and the Consumers Feed Co., 
Sioux City, Ia., as jobbers of Universal 
yeast. 


EW RICHMOND 
ROLLER MILLS CO. 


NEW RICHMOND, WISCONSIN 


Mill Feeds 
Coarse Grains 
Feeding Oatmeal 
Sardilene Oil 


MIXED OR STRAIGHT 
CARS 


HOLD ON! 


When in Milwaukee have 
your truck pick up ton lots 
of feed at our wholesale 
warehouses. 


Mill Feeds, Powdered 
Milk, Cod Liver Oil, 
Dried Yeast, Alfalfa 
Meal, Peat Moss. 


FEED SUPPLIES, INC. 


West Allis - 1637 South 83rd St. 
North Milwaukee - 3328 West Cameron Ave. 
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Survey Discloses Feed 


Store Conditions 


Out of the 430 retail feed, grain and 
hay concerns surveyed by the retail 
and statistical division of Dun & Brad- 
street, Inc., 348 or 80.86 per cent of 
them were found to have made net 
profits during 1934 while 82 firms or 
19.4 per cent of the total reported net 
losses. The total net sales of all of 
the companies for the year aggregated 
$36,214,600. 

Average net profit for the firms which 
made money was 4.96 per cent, while 
the average net loss for the money 
losing concerns was 4.66 per cent. The 
average total overhead expense of the 
former was 11.02 per cent and 16.36 
per cent for the latter. 

The firms hitting the profit column 
showed an average of 21.70 per cent 
mark up of their merchandise. The 
mark up for the concerns which lost 
money averaged only 14.40 per cent. 

Other information gathered in the 
survey in the order of the profit making 
firms first and those sustaining losses 
second were—costs of good sold, 82.10 
per cent and 85.58 per cent; gross pro- 
fits, 16.00 per cent and 12.38 per cent; 
salaries of owners or officers 3.66 per 
cent and 4.66 per cent; rent 1.02 per 
cent and 1.21 per cent; employees sal- 
aries and wages, 3.93 per cent and 5.07 
per cent; taxes .58 per cent and .79 
per cent; light, heat and gas, .51 per 
cent and .87 per cent. 


JANE CAROL KESSLER, daughter 
of Ernest C. Kessler, Ames-Burns Co., 
Jamestown, N. Y., was married January 
30 to Franklin William Bigelow. 


THE BETTER 
HIS HOGS... 


THE BETTER 
YOUR BUSINESS 


Armour feeds give better finish at less cost, and 
satisfied customers come back to buy ALL their 
feeds from you 


@ When a farmer makes money with his 
hogs, he’s going to be a booster for the 
feeds he used. That’s why there are so 
many boosters for Armour Feeds. 

This is no surprise, either! Armour Meat 
Meal Digester Tankage and other supple- 
mentary feeds are top quality in every re- 
spect. They are clean and mealy. They do 
everything that is claimed for them. They 
actually produce better finish at less cost. 


Armour’s Special Steamed Bone Meal 
provides the mineral supplement which 
dairy cattle need, and Armour’s Meat and 
Bone Scraps gives the correct ratio of nu- 
tritional elements for poultry. All these 
Armour Feeds are superior products, and 
that means they will bring you “repeat 
business” that will build real profits. If 
you do not already carry these prod- 
ucts, write us for further information. 


ARMOUR COMPANY 


ANIMAL FEED DEPARTMENT 


UNION STOCK YARDS 


CHICAGO 


YOUR ADVERTISING IN THIS S$ 


Ml 
Best advertising we've 
SAY OUR DEALERS 


....and, ‘‘The best chick feeder 
bargain ever offered’’ say their 
customers. Thousands of deal- 
ers are using UNIVERSAL CARD- 
BOARD FEEDERS to stimulate 
their poultry feed business... . 
millions have been sold. We 
print your name and advertise- 
ment on top panel. You offer 
one with purchase of poultry 
feed ....sell additional feeders 
at a profit. Saves feed, saves 
money and saves the chicks. 
Brings the customers in and pro- 
tects the feed you sell. Patented 
in U. S. and Canada. Write us 
about our dealer proposition. 


GENERAL DISTRIBUTING COMPANY 
NEWTON, KANSAS 
Distributed in Wisconsin by 
LA BUDDE FEED & GRAIN CO. 

MILWAUKEE 


product. 


the country. 


New Rochelle, N. Y. 


For 15 years we’ve 
helped PiLoT BRAND dealers make 
profits on Oyster Shell. 


By consistently making a better 


By as consistently advertising that 
product to poultry feeders all over 


grow with PILOT BRAND. 


OYSTER SHELL PrRopucTs CORPORATION 
St. Louis, Mo. 


London, England 
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Order a Mixed Car of 


= 3} Golden Loaf Flour 
= : The flour with the Vim and Pep left in 

= Bran and Middlings 
= -. —Higher in Protein— 

E e 


TENNANT & HOYT Co. 
LAKE CITY, MINN. 


\ 


= 


man 


USED 


BURLAP 


AND 


COTTON 
BAGS 


For. 


ALL BAGS VACUUM CLEANED 


INDIVIDUALITY 


WE BUY 


TWINE. 


FREDMAN BAG CO. 
SURPLUS BAGS MILWAUKEE, WIS. 


King Midas Co. Offers 
4-H Scholarships 


King Midas Mill Co., Minneapolis, 
Minn., is again participating in the 4- 
H club movement in Wisconsin by giv- 
ing a $100.00 scholarship toward a 
home economics course at the Univer- 
sity of Wisconsin as first. prize to the 
champion Baking club member of the 
state. A second prize of $75.00 toward 
the same course and a third award of 
$25.00 to 4-H club week at the college 
of agriculture of the university is also 
being offered. 

In addition the company donates a 
sack of King Midas flour to each of 
the recognized 4-H Baking clubs in 
Wisconsin. Last year 180 sacks were 
delivered to various groups throughout 
the state. 

The 1935 King Midas first prize win- 
ner was Lila Hammen, Ripon, and the 
second, Elda Strahm, New Glarus. Se- 
lections were made by T. L. Bewick, 
state club leader. The third prize win- 
ner who will attend the short course 
in baking in June has not been chosen 
to date. 

Miss Strahm received the 
second prize competed for the National 
4-H club championship in home eco- 
nomics at the International Livestock 
Exposition in Chicago where she also 
won second place against an estimated 
field of 200,000 contestants. The award 
was based on accomplishments in cook- 
ing, baking, meal planning and home 
management. 


HIAWATHA e 


GROUND GRAIN SCREENINGS 


(BULK OBR SACKED SHIPMENTS) 


A domestic grain and flax seed screenings mixture, carefully 
blended to assure constant uniformity, thereby meeting the de- 
mands of the most discriminating. 


(A Most Profitable Base for Feed Manufacturers) 
WE SPECIALIZE IN ALL TYPES OF SCREENINGS 


Write or Wire for Prices 


Hiawatha Grain Company 


MINNEAPOLIS, MINN. 


CEREAL 
GRADING CO. 


MINNEAPOLIS 


SPECIALIZE IN 


GOOD 
CORN and OATS 
For 
WISCONSIN TRADE 


Prices Right—Service Prompt 
TRY US 


your needs in grain and feeds’’ 


Sunset Feed & Grain Co., Inc. 


CHAMBER OF COMMERCE BRANCH OFFICE 
BUFFALO, N. Y. MIDDLETOWN, N. Y. 


FEED JOBBERS 


Also 
THE HUBINGER COMPANY, Keokuk, Ia.....Corn Germ Meal and Gluten Pont 
VANDERSLICE-LYNDS CO., Kansas City, Mo.................. Milo and 


SAWALD & SONS, . New York City See. lackstrap Molasses 
OYSTER SHELL PRODUCTS "pa: Oyster Shells 


FERNANDO VALLEY MLG. & SUPPLY Co., Los Angeles, Cal... Alfalfa Leaf Meal 
HEALTH PRODUCTS CORPORATION. .CLO-TRATE Concentrated Cod Liver Oil 


AGLE ROLLER 
MILL CO. 


NEW ULM, MINNESOTA 


Manufacturers 


Daniel Webster 
and Gold Coin 


Spring Wheat Flours 
Rye Flours 
Commercial and Mill Feeds 
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Salsbury School Burns 
But Classes Go On 


Despite the handicap of a fire which 
destroyed on the day previous, the 
building in which it was to have been 
held, Dr. Salsbury’s School of Poultry, 
opened on scheduled time in different 
quarters on January 6 at Charles City, 
Ia. Dr. Salsbury, dean of the school, 
welcomed one of the largest classes in 
the history of the project. 

The building which the fire destroyed, 
until eighteen months ago, was used as 
a general office and manufacturing 
plant. Then it was converted into a 
school building and warehouse. The 
pharmaceutical, biological and research 
departments as well as the general of- 
fices, have been located in a new build- 
ing in an entirely different section of 
the city. 

All of the microscopes and other es- 
sential school supplies were saved from 
the burning structure, so that the school 
was able to open on schedule on the 
second floor of the Y. M. C. A. build- 
ing on the following morning. Plans 
have already been made for the erec- 
tion of a new building, larger and more 
modern than the old one, on the site 
now occupied by the new laboratory. 
The new quarters are expected to be 
ready when the new school opens in 
Charles City, July 6. Meanwhile, the 
faculty will hold one-day schools in 
various parts of the country. 

Dr. Salsbury’s Laboratories, in the 
January issue of its publication, “Poul- 
try Health News,” presents a complete 
list of its products and explains their 
action and uses to aid the dealer in 
recommending and merchandising them. 
Copies may be obtained free by writ- 
ing direct to the company at Charles 
City, Ia. 


SEED MEN ORGANIZE 

Approximately 30 Iowa seed dealers 
gathered at the Hotel Savery, Des 
Moines, January 2, and organized the 
Iowa Retail Seed Dealers association. 
Ed Coe, Ames, was elected president; 
John Robinson, Denison, and Horace L. 
Sutton, Burlington, vice presidents, and 
Frank Kurtzwell, Des Moines, secre- 
tary-treasurer. 


GEORGE COX, Kansasville Lumber 
& Fuel Co., Kansasville, Wis., and Al- 
bert Held, Jackson, Wis., were among 
the feed dealers who basked in the 
warm sunshine of California during the 
recent cold spell. 


BUFFALO Corn Gluten Feed 
and Heavy Sweetened Buffalo 


@ Ideal protein ingredients for the 
dairy rations you put out under your 
own brands --or for the dairyman who 
buys separate ingredient feeds for 
home mixing. 


20% Protein 


@ The months of heaviest feeding and 
heaviest turnover of these standard 
feeds are just ahead. Be sure you are 
amply supplied for your mixing and 
retail requirements. 


CORN PRODUCTS SALES CO. 
NEW YORK and CHICAGO 


You can increase your flour sales 
by recommending 


MINNESOTA GIRL FLOUR. 
A trial will prove its merits. 
Let us include MINNESOTA GIRL 
FLOUR in your next car of 
®@ Queen Wheat Feed 
® Cherokee Pure Bran 
© Cherokee Middlings 


WIRE US FOR PRICES 


Guaranteed 


CAPITAL FLOUR MILLS, INC., Minneapolis, Minn. 


NATIONAL MOLASSES COMPANY 


PHILADELPHIA 


HI-TEST - SWEET - PURE CANE 


Molasses 


Ve cream of the crop at no higher cost/ 
TANK CARS - BARRELS 


PENNSYLVANIA 
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CLASSIFIED 


Service department for our read- 
ers. Low Rates: 25c per line; 
minimum $1.00. 


FEED MIXER FOR SALE 

One ton capacity—floor level feed—has motor— 
latest style machine—used short time. Write 
CD-121, c/o THE FEED BAG, Milwaukee, Wis. 
CORN CRACKER FOR SALE 
Cutter—grader—polisher—aspirator, 


one ton 
erhr. A-1 condition, guarantee. Write CM-121, 
44 THE FEED BAG, Milwaukee, Wis. 


HAMMER MILL FOR SALE 
Suitable for 20 to 40 HP. Used 6 months. 
Bargain for cash. Write MM-121, c/o THE 
FEED BAG, Milwaukee, Wis. 


HAMMER MILL SCREENS 
Save money on all sizes to fit eA make mill. 
We carry a large stock for prompt shipments. 
fill Parts Company 
Dept. 20 West Bend, Wisconsin 


MACHINERY WANTED 
Interested in buying used molasses feed mixer, 
molasses pump and bag sewing machine. Write 
FM-21, c/o THE FEED BAG, Grain and Stock 
Exchange, Milwaukee, Wis. 


PLATFORM SCALE WANTED 


36x46 platform scale in good shape wanted. 
a ag Write H. H. Van Gorden & Sons, Neills- 
ville, Wis. 


FEED MIXER FOR SALE 


One No. One Miracle Molasses Feed Mixer for 
sale. Co. New. Write KA-21, c/o THE 
FEED BAG, Grain & Stock Exchange, Mil- 
waukee, Wis 


FEEDSTUFFS 


Both Cash and Futures 
DREYER COMMISSION CO. 


(At it since '92) 


Merchants Exchange St. 8, Mo. 
Board of Trade Bldg. Kansas oie Mo. 


HAY AND MILL FEED 


Write for Prices 


Midland Hay & Feed Co. 


Minneapolis, Minn. 


Northwest Linseed Meal Co. 


HEADQUARTERS FOR 


Pure LINSEED MEAL 


Write for price delivered your station. 


314 Flour Ex. Bidg., Minneapolis, Minn. 


Lindsay 
Feed 
Mixer 


Is indispensable 
to the modern 
feed business. 
Can you afford 
to be without? 


Cost 
LINDSAY BROS,, Inc. 
MILWAUKEE Dept. K WISCONSIN 


TRUCK OR CARLOADS 


MEAT SCRAPS 
LINSEED OIL MEAL 
SARDILENE OIL 


MANEY BROS. MILL & ELEVATOR CO. 


MINNEAPOLIS, MINN. 


OVER SIXTY FEED MIXERS 
In Wisconsin are using Universal Stock and 
Poultry Yeast. Write for free formulas and 
feeding suggestions. RICE LABORATORIES, 
Inc., Dassel. Minn. 


PIT SCALE FOR SALE 


Howe 10 ton pit scale forsale. Twenty-two feet 
long. Cheap. Write H. H. Van Gorden & Sons, 
Neillsville, Wis. 


ADD YEAST TO YOUR FEEDS 


EGG PRODUCTION—HATCHABILITY— 
BODILY VIGOR—are all increased by UNI- 
VERSAL YEAST. Tests have shown remark- 
able results in these three important phases of 
pay feeding. Equally as successful in the 
aon. dairy cows and hogs. Manufactured 
by RICE LABORATORIES, Inc., Dassel, Minn. 


G. L. STUTZ, formerly of The Feed 
Lag staff, has become associated with 
the fox feed department of the W. K. 
Kellogg Co., Battle Creek, Mich. He 
will represent the firm in Wisconsin 
and upper Michigan. 


Deutsch & Sickert Co. 


Feed and Grain 
Grain & Stock Exchange Milwaukee, Wis. 


- « « « Its Milk, Oil, Yeast and lodine 
values assure su or efficiency of your 
feeds at redu production costs. 


Wy ies Jue 


DES MOINES, IOWA 


Established 1892 


FRANKE GRAIN CO. 


incorporated 


GRAIN AND FEED 


Milwaukee Wisconsin 
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PURE OLD PROCESS 


LINSEED OIL MEAL 


A Sugégestion—Write us today if interested. 
Either prompt or deferred Linseed Meal. 
Save Money. “Stand by Stan.” 

A. L. STANCHFIELD & CO. 


Wholesale Grain and Feed Merchants 
502 Corn Exchange Bldg. Minneapolis 


XCELSIOR MILLING COMPANY 


MINNEAPOLIS, MINNESOTA 


CAMEL 


FANCY 
WHEAT 


FEED 


The Most Economical 
Feeding Material on 
the Market. 


Phone for Delivered Prices 
GENEVA 2911 


M. G. Rankin & Co. 
FEED and GRAIN 


Keokuk Corn Gluten Feed 
Grain & Stock Exchange Milwaukee, Wis. 


MOHAWK FEED CO. 


FEEDS—COD LIVER OIL 
Phone Marquette 6464 


Grain & Stock Exchange, Milwaukee 


anity Fair 


Flour 


Laboratory Tested. 
Made Right and Priced Right 
Write for our prices in straight 
and mixed cars with bran, midd- 


lings, Cannon feed (flour midd- 
lings), and Billie feed (red dog). 


Cannon Valle ey — Co. 


VITAMELK 
BASE 


“DANES. 
PRODUCTS CO. 
DENVER, COLORADO 


Wisconsin Distributor 


STRATTON GRAIN CO. 


MILWAUKEE, WISCONSIN 


CONTAINS ALL SIX 
Vitamins—A BCD 
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Soy Bean Meal in Pea 
Size on Market 


Soybean oil meal in pea size has been 
placed on the market by the A. E. 
Staley Mfg. Co., Decatur, Ill. The 
new product is made from meal pro- 
duced by the expeller process. It is 
considered to be advantageous for 
mixing with corn for self feeders and 
for feeding alone indoors or outdoors, 
where a fine mixture might be blown 
away by the wind. 

“We believe,” says H. T. Morris, 
manager of the firm’s feed department, 
“that the feed trade and feed manufac- 
turers the country over will find this 
new product a tonnage builder as well 
as a long sought ingredient in a num- 
ber of feeds. Pea size soybean meal 
is highly desirable for steer, hog and 
sheep feeding and for dairy rations and 
dog feeds. 


“The Staley nutritional service will be 
glad to assist dealers and manufacturers 
in formulating or revamping rations to 
use the new product or to furnish 
samples or further information on re- 
quest.” 


MRS. JAMES MURPHY DIES 


James H. Murphy, head of the Mur- 
phy Products Co., Burlington, Wis., and 
president of the Mineral Feed Manufac- 
turers association, mourns the death of 
his wife who passed away suddenly 
January 21. Mrs. Murphy returned 
home from a visit, complained of not 
feeling well and succumbed before 
medical aid could be obtained. Funeral 
services were held, January 24. 


Don't forget to say you saw the Ad in THE FEED BAG 


Personal Roy I. Campbell 


COMMISSION MERCHANT 


MILWAUKEE ARLEY A SPECIALTY 


EXCLUSIVEL 


¥GRAIN FUTURES 


Phone Marquette 2329—Direct connection to Exchange 
Floor Assures PROMPT PERSONAL SERVICE. 


DONAHUE-ASTON CO. 759 No. Milwaukee St. 


MILWAUKEE, WISCONSIN 


Double the profits of your feed business 
with a DAISY horizontal batch mixer. 
Capacities } to 2 tons per batch. Fastest 
and most thorough mixer on the market. 
Loads, mixes, discharges and sacks a ton 
batch in 12 minutes. Requires only 3 H. 
P. for the 1-ton size and other capacities 
in proportion. Motor or belt drive. Write 
today for complete information and low 
factory-to-user prices. 


R. R. HOWELL & Co. 


2 Malcolm Ave. S. E. 
MINNEAPOLIS, MINNESOTA 


Do Your Own Feed Mixing 


FEED MIXER 
A.A. HOWELL & co. 


MINNEAPOLIS, MINN 


Green 
Alfalfa Meal 


A nice lot 
in storage 
—fresh and 
green. 


Please ask us for 


SAMPLES and PRICES 


The Denver Alfalfa 
Milling & Products Co. 


LAMAR, COLO. 


Merchants Exchange: 
ST. LOUIS 


“LIME CREST” 


PRODUCTS 


are business 


builders 


“LIME CREST" CALCITE FLOUR 
in poultry an feeds 
makes friends. for bot 
ufacturers.and dealers. Pro- 
duces remarkable results be- 
cause it is different. 


“LIME CREST" CALCITE CRYSTALS, 
the 2-in-1 grit, not only 
grinds feed but supplies cal- 
cium for health and produc- 

. tion. Makes satisfied cus- 

TRY OUR tomers. 


PECOS SPECIAL 


IT’S BETTER Repeat business is profitable 
- business. Get your share by 
handling and mixing ‘‘Lime 
Crest"’ *Galcite 
Write today for information. 


ED 


fps 100 LBS. NET 


Pecos Valley Alfalfa Mill 
NM 


Your inquiry would be appreciated. 


Pecos Valley 
Alfalfa Mill Co. 


HOME OFFICE 
HAGERMAN, NEW MEXICO 


Limestone Products Corp. of 
America 


DEPT. 240, NEWTON, N. J. 
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RIEBS VIEW 


Vol. 4, No. 2 February, 1936 Milwaukee, Wis. 


NO ASSET OF 
THE RIEBS CO. 
IS VALUED 
MORE HIGHLY 
THAN YOUR 
CONFIDENCE 
AND COMPLETE 
SATISFACTION 


IN OUR SERVICE 


“Specializing in Barley Shipments’’ 


Published Monthly by The Riebs Co., Milwaukee 


For accurate and rapid filling 
and weighing of 100-lb. bags of 
molasses feeds, dairy feeds and 
ground, soft meals 
use the new No. 13 


Semi-automatic in action, with 
motor-driven feed agitator to 
handle all soft and non-free- 
flowing materials. 


Capacity range of No. 12 and 
No. 13 Models — 25 to 160 Ibs. 


No. 12 Model—for handling 
whole and scratch grains and 
log, details and prices. all free-flowing stocks. 


Write today for illustrated cata- 


—Better Built Bags— 


BAG FACTORIES - COTTON MILL - BLEACHERY 


TALK ABOUT BAGs! 


(Quoted from Customer's Letters) 


“I had the pleasure of having 
lunch with representatives of 
several good sized mills ata 
meeting held in... re- 
cently. At our table, it was 
unanimously agreed that the 
Werthan aggregation is a real 
bunch of fellows and just 
about ‘‘Tops”’ in the bag busi- 
ness.”’ 


WERTHAN BAG CORPORATION 
NASHVILLE — NEW ORLEANS 


_—_{WERTHAN]—— 


HOWES CO., Inc. 


Silver Creek, N. Y. 


Get More Business 
USE POST-CARD ADS! 


You can now illustrate, 

print and address the 

cards yourself—dall on a 

simple, inexpensive 

little = called 
the 


Elliott Cardvertiser 


Uncle Sam furnishes the penny postal cards. You have 
no cuts to buy or type to set. Businesses of all kinds — 
retailers, wholesalers, manufacturers——-are rapidly dis- 
covering the big results from postcard messages sent to 
customers and prospects. Time and money saving. too, 
for Churches, Lodges, Associations, all organizations, to 
contact members. 


for the interesting Cardvertiser story. Tell us 
Write NOW what business youre in and we'll include samples 
ot post-card ads from others in your line. No obligation. Address 
Cardvertiser Dept., THE ELLIOTT CO. 
125 Albany St. - - Cambridge, Mass. 
Milwaukee Office: 5066 Plankinton Bidg. (Marquette 4523) 
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HOW DO YOU BUY YOUR 


OIL SUPPLEMENT- 


Cod Liver Oil and other 
vitamin supplements are 
added to poultry feeds to 
provide vitamin A and D 
protection. 


Much of it is being bought 
on the basis of the number 
of units of vitamin A and 
D per gram or ounce. 
These units are rat units, 
obtained from feeding tests on rats. 


No vitamin unitage determined by rat 
feeding will give an accurate indica- 
tion of the real feeding value of an 
oil on chickens. Chickens do not 
make as efficient use of the vitamins 
in the oil as rats. The rat test, there- 
fore, is a misleading yardstick for 
measuring the feeding value of an oil 
for chickens. The only way you can 
determine the value of an oil for poul- 
try feeding is to feed it to chickens. 


HEALTH PRODUCTS 


CHICAGO 


NEWARK, N. 


J. 


CLO-TRATE Concen- 
trated Cod Liver Oil is 
standardized on chicks... 
tested under rigid condi- 
tions, and on a severe ra- 
tion for never less than 8 
weeks... ata level of 
of 1% of the total ration. 
So here you have an accu- 
rate dependable gauge for 
measuring its value. 


4 


CLO-TRATE is concentrated in both 
vitaminsAandD. Having been stand- 
ardized on chicks it is more depend- 
able for poultry feeds and thus takes the 
gamble out of oil supplements. Use 
CLO-TRATE in your mashes for bet- 
ter growth, better hatchability, strong- 
er egg shells, better all-around results. 


For further information write one of our 
offices. We shall be glad to explain why 
CLO-TRATE assists in making your feeds 
more dependable. 


CORPORATION 


SAN FRANCISCO 
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THE HIGHEST PRICED FLOUR IN AMERICA AND WORTH ALL IT COSTS 


THE WHEAT 


Only the finest spring wheat, carefully selected and accu- 
mulated through the facilities of our hundreds of elevators 
scattered throughout the best wheat producing sections of 
the Northwest, is used to make King Midas flour. 


THE FLOUR 


Regardless of price trends or business conditions the con- 
stant, never-failing quality of King Midas flour never 
varies. Made in modern mills under strict laboratory 
control it is the product of an organization proud of its 
reputation for making the finest family flour. 


OUR POLICY 


King Midas policy always protects the independent mer- 
chant and permits us to co-operate with our dealers to the 
fullest possible extent. Our dealers know that King Midas 
service can be depended upon without fail for either 
straight or mixed cars. 


YOUR PROFIT 


The quality of King Midas flour attracts and holds a class 
of trade that price-cutters cannot tempt from you and as- 
sures steady, profitable, repeat business. You can al- 
ways recommend King Midas flour to your customers— 
confident that in doing so you are offering the finest flour 
the market affords. 


KING MIDAS MILL Co. 


MINNEAPOLIS, MINNESOTA 


OVER 1,000,000 BARRELS YEARLY PRODUCTION 
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